






OR ONLY 3 CENTS 


PER 100 LBS. OF COATING...YOU CAN NOW 
OBTAIN THE DISTINCTIVE ARRIBA FLAVOR 


ARRIBIN ...the new Felton flavor 


y was created after a long 
period of painstaking research and is 
presented to the trade as an EXTRA 
PROFIT maker. 

Now... at negligible cost, you can faith- 


fully impart to even low quality choco- 
late products, the fine, distinctive flavor 


of the genuine Arriba Bean, which al- 
ways commands higher prices in the 
market. 

ARRIBIN IMPROVES CHEAPER QUALITY 
CHOCOLATES ..OR FAITHFULLY REPLACES 
THE FLAVOR OF ARRIBA BEANS IN ANY 


FORMULA. 
IMPARTS THE GENUINE FLAVOR OF ARRIBA 465 99—for all solid chocolat 
ee 


BEANS ...AT A FRACTION OF THE COST! 
66fnyI—f i d d 
ARRIBIN CO’ ccotate. 


WRITE FOR A LIBERAL WORKING SAMPLE OF FELTON’S 
ARRIBIN. “Proves its flavor quality in any test’’ 


FELTON CHEMICAL COMPANY, Inc. 


Manufacturers of Aromatic Chemicals, Natural Isolates, Fruit Ethers, Terpeneless 
Essential Oils, Vanilla Concentrates, Natural and Imitation Flavor Bases. 


Executive Offices: 603 JOHNSON AVENUE... . . BROOKLYN, N. Y. 
Chicago Office and Warehouse: 1200 N. Ashiand Ave., Chicago, III. 


STOCKS CARRIED IN FOLLOWING CITIES: 
Robert E. Feiton Kelffer Sales & Adv. Service A COMPLETE SERVICE Felton Chemical Ce., Inc. 
Balter Bidg., New Orleans, La. 1014 Locust St., St. Louis, Mo. FOR THE WEST 515 So. Fairfax Ave., Los Angeles, Cai. 
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We ARE PLEASED 
TO ANNOUNCE 
THE APPOINTMENT 


of 
ROSS & ROWE, Inc. 


75 VARICK STREET NEW YORK 
Sole Distributors of 


FRIES FLAVORS 


This announcement is of. particular 
importance to Candy Manufacturers 
as it means that users of FRIES 
FLAVORS now will have the bene- 
fit and assistance of the Technical 
Staff of Ross & Rowe, Inc. 


These men are practical candy-mak- 





ers fully conversant with the require- 
ments of good candy making. They 


know the value of good flavors and 
how to use them in candy. They are 





at your service. 


FRIES FLAVORS 
Standard for Quality ALEX. FRIES & BRO., INC. 


SINCE 1854 312-316 E. SECOND STREET 





CINCINNATI OHIO 





FRIES & BRO. 


92 READE STREET 
NEW YORK N. Y. 

















Page 4 THE MANUFACTURING CONFECTIONER 











MACHINERY AND EQUIPMENT 


Page 
ES eee eee er 61 
ICE SORTER O CCL yy 47 
Ideal Wrapping Machines............... 56 
“Rose Albion” Flyer Toffee Cutting and 
Twist Wrapping Machine............. 17 
Savage Brothers, Machinery............. 54 
Union Used & Rebuilt Mchy........... 12-13 
FLAVORING MATERIALS 
re re ty” eally aie oe wie 8 
Blanke-Baer Flavoring Extracts.......... 53 
Exchange Oil of Lemon...........5220:5:. 16 
I Pe Sere Second Cover 
Feote & Jenks Flawors................>.. 56 
UN IE, i. ca 4 w alain bi0) Cs" Oo ae Doan 4, 11 
Fritzsche Bros. Flawors’................. 9 
EY CI: Unicow es 0-046 Men adenine ea 55 
ey eS «g's aa wh a wee bre 6 
Ungerer Essential Oils.................. 6 


INDEX TO 


THE MANUFACTURING CONFECTIONER’S 
Approved Advertising of 


Confectioners’ Machinery and Supplies 


and Miscellaneous Advertising Directed to 


MANUFACTURING CONFECTIONERS 


MISCELLANEOUS RAW MATERIALS 


Page 
Pes OS ngs cond bbs 80 8 bs 53 
Atlas Plastic Foods Colors.............. 8 
Baker’s Milk Coatings.................. 7 
Blanke-Baer Dipping Fruits............. 53 
SS SENS ee es Crete ee Pe 61 
3.5 6k ice ess em Cobar dae 60 
Exchange Citrus Pectin................. 45 
Hooton’s Chocolate Coatings............. 57 
Merckens Chocolate Coatings............ 8 
NE OEE Pee Teme BGT Third Cover 
National Aniline Food Colors............ 59 
SR 2 is did od Sa Mec cc kb eacemameke 49 
White-Stokes Products........... Back Cover 

MISCELLANEOUS 

Confectionery Buyer, Directory........ 14, 15 
ae PR Ca ae pp Ree trary 58 








NOVEMBER, 1934 





POLICY: THE MANUFACTURING CONFECTIONER is essentially a manufacturers’ publi- 
cation and therefore is a logical advertising medium only for confectioners’ supplies and equip- 
ment. The advertising pages of THE MANUFACTURING CONFECTIONER are open only for 
messages regarding reputable products or propositions of which the manufacturers of 
confectionery and chocolate are logical buyers. 


This policy EXCLUDES advertising directed to the distributors of confectionery, the soda 
fountain and ice cream trade. The advertisements in THE MANUFACTURING CONFECTIONER 
are presented herewith with our recommendation. The machinery equipment and supplies 
advertised in this magazine, to the best of our knowledge, possess merit worthy of your care- 
ful consideration. 

















THE TRUE BUTTER EFFECT 


UNCO BUTTER FLAVOR is unsurpassed for its richness 
and flavor character and develops in the finished product 
a delicious true-butter effect. 


The use of UNCO BUTTER FLAVOR assures economy 
and uniformity as it is entirely synthetic, thereby elimi- 
nating the flavor changes sometimes encountered by the 
use of natural materials in confections, icings and pastries. 


Thorough tests in confections and baked goods as well 
as in actual preparations of shortenings and oleomargarines 


indicate the superiority of UNCO BUTTER FLAVOR. 


We suggest its use in shortenings, oleomargarines and 
liquid butter substitutes in the proportions of 2 to 3 ounces 
to 100 pounds of fat or oil base. 


$17.00 gallon $2.50 pint 


Working Sample Submitted on Request. 


UNGERER « CO. 


13-15 West 20th Street 
NEW YORK 
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“This VANILLA COATING 
is the last word 


in flavor and 





“It was made for those who 
want the finest Vanilla 
Coating money can buy 


‘— rather hard to single out one vanilla 
coating as the finest of our line of vanilla 
coatings, because I feel every one of them 
in our varied collection is the finest possible 
coating for the particular requirement for 
which it is specified. 

“However, Trion Vanilla Coating is really 
the last word in flavor and smoothness. It is 
recommended for hand dipping by those who 
want the finest vanilla coating that money 
can buy. It is priced accordingly. 

““Why not write for a free sample of 
Trion Vanilla Coating today, and see if 
you don’t agree with me about its flavor 
and fine quality. I’m sure you'll agree it’s 
all we say it is. 

“And don’t forget we make some eighty- 
odd items of chocolate coatings — whatever 
kind or quality you’re interested in—light 
or dark, sweet or bittersweet, thin for 
enrobing work or heavy for hand dipping 
chocolates, whatever you may want, and at 
whatever price you specify. A letter brings 
you prices and samples.” 


WALTER BAKER & CO., Inc. 


Berchester, Mass - Teronte, Canada - Chicago: 1 Ne. La Salle St - Pacific Coast: Mailliard a Schmiedell 













smoothness 








Dr. Henry L. Borg, Director of Baker Technical 
Service, shown at his desk in Dorchester 


Just what he wanted 


“This book seems to be what I was look- 
ing for,” writes a Milwaukee confectioner 
about The Confectioner’s Handbook. And 
many other confectioners nave said the 
same thing. 

Why don’t you take advantage of the 
marvelous information in this handy, 
authoritative booklet on chocolate confec- 
tions, and send for it today? It costs you 
nothing. Just use the coupon. 


ees SL 
puaeuse ue seeee — 


= WALTER BAKER & CO., INC. 


s 

-® Dorchester, Mass. 
= ” Please sae me a free sample of Trion Vanilla. x 
A check here ( ) means I would also like a free copy of .- 


The Confectioner’s H 












MC 6-34 





Name 
Company 




















Sta te. 





me Canada, General Foods, Led., Toronto 2, Ontario) 
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8 moother/ 
reamier. 


WV veatics texture .....- delicious flavor, unvarying 





quality! Do the chocolate coatings of your Package 
Line possess these three essentials of success? 

It’s the coating that counts .. as your customers can 
tell you-Today, the candy-buying public KNOWS Chocolate 
and is quick to notice any let-down in quality. 

The way to be certain of quality coatings is to use 


Merckens Fondant Proeess Chocolate 
... the product of a house universally recognized for superior quality. 
Manufactured by a special process from the finest materials— Merckens 


Quality Chocolate Coatings will contribute much to the reputation of your 
candies. Many of America’s finest package chocolates demonstrate this fact. 


FOR EVERY NEED 
Wherever a high Quality Vanilla Coating is desired, we recommend : 


RICHMOND VANILLA BONITA VANILLA 
YUCATAN VANILLA BOURBON VANILLA 
Milk Coatings of outstanding values are: QUALITY 
GUERNSEY MILK GENEVA MILK DELAWARE MILK CHOCOLATE 
Write today for samples. No obligation C OATI N ¢€ ) 


Merckens Chocolate Company, Inc. 
BUFFALO,N.Y. 

BRANCHES 

NEW YORK—25 W. Broadway . BOSTON — 131 State Street - LOS ANGELES —1S07 E. Ninth St. 

CHICAGO— Handler & Merckens, Inc., 180 West Washingtoa Street 











ATLAS 
GENUINE FRUIT EXTRACTS 


SEMI-PASTE FORM 


A new form of GENUINE Fruit Extract possessing all 
the NATURAL qualities of the fresh-picked FRUIT. 





ESTABLISHED 
1851 


An EXTRACT which will add a superior quality to your CONFECTIONS 





—_ +: 


H. KOHNSTAMM & CO., INC. 


83-93 Park Place, NEW YORK, N. Y. 11 E. Illinois St.. CHICAGO, ILL. 


First Producers of Certified Colors 
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ALL THEIR DELICACY OF FLAVOR and FRAGRANCE 





FOR THE FIRST TIME AVAILABLE IN 


Fritzbro Hard Candy Wild Strawberry 
Fritzbro Arome Wild Strawberry 
Ekomo Wild Strawberry 


 : aia no other fruit has such 
a rare and alluring flavor as 


the wild strawberry naturally 


ripened on sunny hillsides. Often 








called the queen of fruits,the very 
delicacy of its flavor is what 
makes it so difficult to transfer to 
confectionery, particularly hard 
goods and jellies. After many 
months of painstaking research 
Fritzsche chemists have succeeded 


FRITZSCHE oeuvre 


NOVEMBER, 1934 


in bringing you a perfect repro- 
duction of this exquisite flavor as 
delicious as the fruit itself and in 
forms suitable for any kind of 
candy from fine handroll creams 


to hard goods and jellies. 


Let us know what you make and 


we will send appropriate samples 





together with instructions for 


their use. 


'§ OF CANADA, LTD. 
ARVIS STREET, TORONTO, CANAD 


ILD strawberry is but one of 
\4 the many fine flavors available 
in these three Fritzsche candy flavor 


groups. Uniform in strength, flavor 
appeal and physical characteristics 





they are widely used by the country’s 
foremost confectioners. Among the 
other popular flavors are: 


Raspberry Blackberry 
Strawberry Loganberry 
Pineapple Grape 

Peach Sweet Cherry 
Apricot Wild Cherry 


and many others 


“A Flav or i cod 4d mse 
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—_ Between the Covers 
of this Book... 





Read What the Critics Say: 


A. W. Knapp, writing in “Confectionery 
Journal” of London, says: 


“Every scientist will applaud Mr. Whymper’s desire 

to get down to fundamentals and the chocolate in- 
dustry is indebted to him for expounding his theory 
so fully and carefully. Any theory is useful which 
groups and explains a number of facts. Whether 
the scientist accepts Mr. Whymper’s theory or 
prefers one of his own, he cannot but profit by 
reading this book which brings under review a 
number of important matters relating to the set- 
ting of chocolate.” 


Mr. Knapp is a scientist and a foremost 
authority on chocolate in England. His writ- 
ings have gained him world repute in his 
particular field of endeavor. 


Harotp Morcan, M. Sc., writing in “Food 
Manufacture,” has this to say: 


. » The results obtained have been of immense 
value, particularly from an analytical and com- 
parative point of view. The method advocated by 
Mr. Whymper is a distinct improvement, as in- 
formation is obtained in a scientific and yet 
of actual direct practical value. The conditions 
under which the test is carried out are those of the 
factory itself, and it is presumed that much valu- 
able information could be obtained in the laboratory 
by reproduction under somewhat similar conditions. 
‘The Problem of Chocolate Fat-Bloom’ is a work 
that will be carefully studied by everyone who 
appreciates that the necessity of getting to the 
root of a trouble is the only way to conquer it. 
As mentioned before, there are divergent views on 
the subject, and Mr. Whymper must be congratu- 
lated for being the first to present his ideas in such 
a clear and comprehensive manner on so thorny a 
problem.” 


“The Cracker BAKER” advises: 


“To anyone using chocolate this monograph will 
prove a valuable addition to any knowledge they 
may already have on the subject.” 





“Foop INpustrigs WEEKLY,” in 


Robert Whymper Discusses 


“THE PROBLEM OF 
CHOCOLATE FAT-BLOOM” 


The author, writer of numerous other works and 
scientific papers on the subject, covers for the first 
time the complete story of chocolate fat-bloom. He 
deals not only with a full scientific and technical 
discussion of the subject but also tells the practical 
chocolate man in simple language how it may be 
prevented. 


Numerous illustrations including photo micro- 


graphs and charts of solidification curves, viscos- 


HUA LANRONLUUDONNONARS SCONE 


ity curves, etc., help further to simplify the subject. 


A copy of this enlightening monograph should be 
in every chocolate and confectionery manufac- 
turers’ library. Order a copy NOW ... The blank 


below is for your convenience. 


Published by 


THE MANUFACTURING CONFECTIONER PUBLISHING Co. 
1140 The Merchandise Mart, Chicago, Illinois 





SSESSBSBSBSSSESSEESESBEEE ORDER BLANK 








commenting on the book, says: 


“It is possible to add a substance known 
as ‘lecithin’ to the chocolate, and this 
is often done as a bloom palliative. Its 
effect, according to Mr. Whymper, is 
twofold; it bles a chocolate with a 
low fat content to be as plastic and 
workable as a lecithin-less chocolate of 
higher fat content; and, secondly, be- 
cause of this reduction in viscosity, even 
a fairly high-fat chocolate can be worked 
at much lower temperatures than usual. 
Since at the lower temperatures more of 
the bloom-forming high-melting-point 
fats are crystallized out, the tendency to 
ee is reduced in this direction as 
well.” 





“THE CONFECTIONER” says: 
“. . . a book to be commended to the 
careful study of all interested in choco- 
late making, and one upon which its 
sates. is deserving of sincere congratu- 
ation.” 


(LUNN 11) fe ere 
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Page 10 


THe MANUFACTURING CONFECTIONER PUBLISHING Co., 
1140 The Merchandise Mart, 
Chicago, Ill. 


SSA ERAN oer copy of Robert Whymper’s “The Problem of Chocolate 









We enclose check in the amount of $...................... to cover cost 


(Price in U. S. A. $2.50 per copy. 
Mail copy to: 


Foreign $3.00.) 


THE MANUFACTURING CONFECTIONER 
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that makes 
CANDY 


good — 


We are pleased to announce that we have added Fries 
Flavors to our line of specialties for confectioners. We 
decided to handle these famous flavors because so many 
outstanding pieces—leading candy numbers—owe their suc- 
cess and popularity to Fries Flavors. 


FRIES FLAVORS 


ALEX FRIES & BRO. INC. - CINCINNATI 
FRIES & BRO. - NEW YORK 


THE STANDARD for QUALITY SINCE 1854 


Fries Flavors have been accepted since 1854 by confec- 
tioners as standard for uniformity and quality. Many con- 
fectioners are frankly enthusiastic over the economy and 
distinctive flavoring obtained with these flavors. We put 
these flavors through rigid tests in our laboratories—our find- 
ings substantiated the claims of the cofifectioners with whom 
we talked. We were satisfied. 











OTHER R & R SPECIALTIES It is with full confidence that we recommend Fries Flavors 


to our own customers, to you and all confectioners who want 


YELKIN the most dependable flavors for candy. 
THE STANDARDIZED LECITHIN Whether you want a flavor for hard candy or the finest 


cream center—Fries Flavors will fulfill the promise of satis- 


PLACTO factory results. 


THE PLASTIC MILK 


OROCO 
THE PERFECT FAT FOR CANDY ROSS & ROWE, Inc. 


Literature and prices upon request 











YELKIN RUM FLAVOR . . 
PEER OF THEM ALL 75 Varick Street NEW YORK 
FOR TOFFEES Chicago Office - Wrigley Bldg. 
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Let us help you to lower. 























CHOCOLATE DEPARTMENT MOULDING 
32” Greer Coater with Automatic MACHINERY Q 
Feeder, Bottomer, Automatic Tem- . 
perature Control and Long Cooler N. E. Sheet Bagel, extents 
and Packer. Wood Moguls, type A. 32’ Gr 
Springfield 24” Enrobers, complete Union Starch Dryer with Automatic er, E 
with Cooler and Packer. Cleaner. Cont 
Wolf Peanut Ceater. Wood Starch Trays on dollies. Nation 
16” Enrobers, including Automatic National Equipment Simplex Starch} com 
Feeders, Bottomers, Decorator, Strok- Buck. Gaebe 
ers, and Cooling Tunnels. National Equipment No. 2 Depositor.§ Outt 
150- to 2,000-Ib. Chocolate Melters, Head Printer. Packa; 
National, Racine. - 2B . Wrz 
" : : ationa quipment Special Cream 
Bausman Coating Disc with kettles. Wafer Depositor with long deyi Forgre 
Package Machinery, Bar Wrappers. conveyor. pers 
Foil Wrapping Machine. Merrow Cut Roll Machine. Hohbe 
York 5- to 20-ton Refrigerating Friend Hand Roll Machine. Coo 
Machines. : Frienc 
Allis Chalmers Cleaner. Hildre 
Chocolate Dipping Tables. 
CREAM DEPARTMENT F ne 
00: 
hb Cc Machine. 
CARAMEL AND +t ge "ena ‘ob and belt 
NOUGAT MACHINERY 1,000-Ib. ‘Syrup Coolers with pre | Sus 
melting kettles and Cream Beater. Dis 
Ideal Caramel Wrappers, all sizes. National Equipment, E. B. 50-gal, kett 
Ferguson and Haas Boat Wrapper Cream Breakers. 5,000 
for packaging caramels. Werner Cream Breaker. Cha 
National Equipment, 50-gal. capacity, 4-5-7-ft. Ball Cream Beaters. 1,000 
Single Action, Tilting Kettles. 5-ft. Racine, Plow Type, Cream Mix 
National Equipment, Double Action, Beater. ten 
Tilting Kettles, for nougat, 50-gal. 
Sp’gfield Automatic Nougat Cutter. Save 50% to 
Mills Reversible Sizer. J 
Mills Caramel Cutter, two-way. Machinery. 
i We pay cash for single BUY NO ad ad Vl , R 
machines or entire plants. . oop 
| ¥ The Above is only a partial list @,,.p: 











WE HAVE EVERYTHING AN 
WRITE OR WIRE COLLECT#OR 


UNION CONFECTIONERY MAE 


CABLE ADDRES#oy; 
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Battery of 4 Bonemen Coating Discs 
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00-lb. and 
with pre- 
) Beater. 
B. 50-al., 


Ts. 


e, Cream 
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tained from recent 





HAVE the latest types of modern, efficient, high- 
production candy and chocolate equipment ob- 
liquidations of up-to-date plants. 


Special Offerings 


32’ Greer Coater, with Automatic Feed- 
er, Bottomer, Automatic Temperature 
Control and Long Cooler and Packer. 

National Equipment Continuous Cooker, 
complete with pre-melting kettles. 

Gaebel Continuous Automatic Plastic 
Outfit, with full equipment—7 chains. 

Package Machinery Company Sucker 
Wrapping Machine. 

forgrove Hard Candy Twist End Wrap- 
pers for Cellophane. 

Hohberger Continuous Automatic Cream 
Cooler and Beater. 

Friend Dreadnaught Hand Roll Machine. 

Hildreth Double Arm Pulling Machine, 
motor driven. 

pom Peanut Coater, complete, 621.” 

3 

Bausman Battery Combination of four 
Disc Machines, with pre-melting 
kettles. 

5,000 Ib. capacity, Horizontal, Jacketed, 
Chocolate Mixer. 

1,000 Ib. Double Arm, Jacketed Paste 
Mixer, power tilting. 


| casemate 





, UP-TO-DATE 


pit 


ts of production with minimum 


HARD CANDY 
MACHINERY 


National Equipment Continuous 
Cooker, complete with kettles. 
Complete Gaebel Continuous Auto- 
matic Plastic Outfit, with all chains. 
Simplex Steam and Gas Vacuum 
Cookers. 

Vacuum Pans, 200 to 1,000 Ibs. cap. 
Hildreth, Form 6, Double Arm, Pull- 
ing Machine, motor driven. 

Steel Top, Water-cooled Tables, sizes 
3 x 8, 3 x 6, and 4 x 5. 
Forgrove Hard Candy 
Twisted Ends, Cellophane. 
Model K Kiss Cutters and Wrappers. 
Rose Toffee Wrappers, Twist Ends. 
‘Mills Drop Machine, with rollers. 
‘York Batch Roller. 

Mills Batch Spinners. 

Werner Ball Cutting Machine. 
Simplex Plastic Press with Dies. 
Racine Automatic Sucker Machine. 
Package Machinery Stick Wrapper. 
Racine Continuous Cutters. 

Gas Furnaces. 


MARSHMALLOW 
MACHINERY 
Marshmallow Beaters, National, Sav- 
age, Werner. 
Hobart, Read, 80-quart Marshmallow 
Whippers. 


Wrapper, 


15% on guaranteed Union Built 
imum Investment—Prompt Delivery. 


RICES ARE VERY LOW: 


inery which we have for sale from recent liquidations. 


ANDY AND CHOCOLATE 
LECIFOR PRICES AND DETAILS 


Mi HHINERY CQ., inc. 


MACHINERY 


we 








Rebuilt. 


Candy Machiner’: 


investment . . 


HANDY CHOCOLATE 
EQUIPMENT 


——» “Plant Still Sete Up” <— 





Bausman Battery Combination of four 
Disc Machines, with Kettles. 
Lehman 5-Roll Refiner, motor driven. 


Lehman, 3200-Ib. cap. close coupled 
Conges, type 400 A, motor driven. 


Bausman Liquor Process Machines. 
‘National, 36” Triple Mills. 


‘Lehman, late style, Crackers and 
Fanners, type DS 88, double. 


Burns Cocoa Bean Cleaner. 

‘Burns Coal Roaster. 

Lehman Dust Cleaner. 

Lehman Germ Separator. 

National, 6 ft. Melangeurs. 

National, 9 ft. Chasers. 

National 10-lb. Weighing Machine. 
Natl. Plain and Nut Bar Depositors. 
National Shaking Tables. 

National Cold Box. 


Lehman Cold Boxes, single and 
double deck. 


4 pot Conges, Lehman and National. 
National 3 and 5 Roll Refiners. 

500 Ib. to 2000 Ib. Chocolate Melters. 
Woodburn & O'Neil Sugar Mills. 
Bar Wrappers, all sizes. 


Anderson Expeller, Roller Bearing 
type, motor driven. 


Lehman, 12-pot, Cocoa Press. 
Carey Cocoa Presses, late style. 


Lehman, fully automatic, Cocoa 
Powder Outfit. 





Send us full details of machin- 
ery you wish to dispose of. 














318-322 LAFAYETTE ST., 
NEW YORK CITY 





UNFECMACH 
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PARTIAL LIST OF 
CLASSIFICATIONS 


Bar Goods 

Bon Bons 

Breath Tablets 
Butter Scotch 
Caramels 

Chewing Gum 
Chocolates in Bulk 
Chocolate Covered Cherries 
Chocolate Covered Nuts 
Chocolate Molded Goods 
Chocolates in Pails 
Coconut Goods 
Cordials 

Cough Drops 
Cream Goods 
Dragees 

Fudge Work 

Glacéd Fruits 

Gums and Jellies 
Hard Candies 
Kisses 

Licorice 

Lozenges 
Marshmallows 
Mints 

Nougats 

Nutmeats 

Packaged Goods 
Pan Work 

Penny Goods 
Popcorn Specialties 
Seasonal Specialties 
Suckers 

Sugar Wafer Work 
Taffy—Salt Water 
Toffee 


Vending Machine Candies 


























1934-35 
DIRECTORY 


OF 
CANDY 
MANUFACTURERS 


The industry and its products at your finger tips! The 
3rd Annual Classified Directory of Candy Manufactur- 
ers is just off the press. It lists commercial manufac- 
turers who sell nationally or sectionally at wholesale; 
classified by types of candies they manufacture. 


Over 300 changes—100 pages of authentic listings. 
The industry’s only “Red Book” of manufacturers and 
their products. Each firm’s name, address, distributing 
points, and territories served are indicated. 


The Directory is proving indispensable as a reference 
for manufacturers, distributors, and allied industries. 
The revised edition, in foil cover, is finer than ever! 
Another accomplishment—involving a year’s compila- 
tion at great expense—an invaluable service to industry 
by THE MANUFACTURING CONFECTIONER publications. 


A limited number of copies are available. 


ORDER YOURS NOW! 


= $] 00 


PER 
COPY 
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The CONFECTIONERY BUYER 


Publishers of THE MANUFACTURING CONFECTIONER 


1140 The Merchandise Mart :: :: Chicago, Ill. 
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A Reminder? 


BE SURE TO INCLUDE 
CANDY BUYERS’ DIRECTORY 
IN YOUR ADVERTISING 
BUDGET FOR 1935! 

















y No medium offers you as 
complete coverage of your 
y market, over as long a pe- 
riod of time, for so little 


y RE: Fal’ oe ee 


Write us to save your 
y space for September, 1935 


The CONFECTIONERY BUYER 


Publishers of THE MANUFACTURING CONFECTIONER 


1140 The Merchandise Mart :: :: Chicago, Ill. 


*in the hands of 8,000 wholesale candy buyers for a whole year—and only 
ONE advertising insertion to pay for! 


ee 
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America’s Lemon Oil 
Today’s Greatest Value’ 


(1). - Uniform! 


Exchange Brand Lemon Oil is 
always uniform. Exclusive meth- 
ods and large production per- 
mit the elimination of seasonal 
variations. The lemon flavor of 
your product remains the same 
month in, month out. 


(2). te Genuine! 


Exchange Brand Lemon Oil is 
Cold Pressed from rich Califor- 
nia Lemons. No heat is applied 
in manufacture-there is no loss 
in valuable flavoring constitu- 
ents. It retains the delicate 
aroma of the fresh cut lemon. 


oe Clarified! 


Exchange Brand Lemon Oil is 
the only CLARIFIED oil. All the 
unwanted substances which 
cause turbidity in extracts and 
impair flavor have been re- 
moved. It makes a crystal clear 
solution in 95% alcohol. 


*# FOR ATTRACTIVE PRICES, WRITE OUR DISTRIBUTORS 


Sold to the CAmerican market exclusively by 


FRITZSCHE BROTHERS, Inc. DODGE & OLCOTT COMPANY 
78-84 Beekman Street, New York City 180 Varick Street, New York City 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE Y¥f 


Products Department, Ontario, California sone 
Producing Plant: EXCHANGE LEMON PRODUCTS CO., Corona, Calif. 


(| Sn a a ne RMR 
Copr., 1984, Products Depart= > @_ California Fruit Growers Exchange 


THE MANUFACTURING CONFECTIONER 


OIL OF LEMON 
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THE “ROSE ALBION FLYER” 


Coffee ( re Wray }/ 


AMERICAN MACHINE & FOUNDRY COMPANY 


511 FIFTH AVENUE 
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The Industry Calls 
for Results 


URRENT opinion among manufactur- 

ers throughout the industry is becom- 

ing interrogative as to what has been 
accomplished in terms of tangible benefits to 
the industry since its mobilization for recovery. 
A Code of Fair Trade Practices has been cre- 
ated, to be sure, and the industry organized into 
a maize of authorities, divisions, zones, and 
associations, with all their attendant officers 
and committees, the like of which the candy 
industry has never witnessed before. But this 
vast structure was originally intended only as 
a medium to accomplish results for the indus- 
try—not as an end in itself. 

We have advocated cooperative enterprise 
and conciliation in behalf of the industry’s need 
for improved conditions, and we shall continue 
to do so, but we should be remiss if we failed 
to urge frequent inventory of the results ac- 
complished in view of the problems at hand and 
the costs involved. 

In consideration of a cost approximating a 
quarter of a million dollars a year, besides the 
infinite value of time and effort expended by 
industry members without pay, mauufacturers 
have reason to expect definite achievements 
which will function toward restoring profits in 
the candy manufacturing business. 

Innumerable rules and provisions have been 
devised, and the constructive companies have 
made commitments accordingly, which many 
declare have proven to be penalties when their 
competitors refused to do likewise. This has 
precipitated a situation declared to be worse 
in some respects than those previously existing. 
Thus arises a plea for teeth in enforcement 
measures which will insure uniform practices 
for the good of all. Likewise comes forth a 
desire for definite settlement of problems often 
discussed but remaining only partially solved. 

Of these things, we speak impartially, in a 
spirit of constructiveness. In justice to those 
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Editorial 


who have expended unlimited labors, we urge 
a continuance of unified support. Theirs is a 
difficult task, and only by cooperation can the 
industry move forward in progress. 

Regardless of personalities, however, an in- 
ventory of results should be made and the prob- 
lems which have been met should be given the 
spotlight so that confidence and cooperation 
will be maintained in the rank and file of 
this regimented industry. Shortly after the 
Code was approved, we pointed out in these col- 
umns (July, 1934) the necessity of maintaining 
a vigorous selling job to keep the members sold 
on the new program. In like manner should 
they be fully and quickly acquainted with ac- 
tivities in progress and decisions made. 

The building up of recovery machinery within 
a distraught industry must necessarily be slow 
if it is to be sound but the candy industry is 
in its second year since its recovery organiza- 
tion was formed. With the advance of time, 
speed in the accomplishment of measures 
which will reestablish margins of profit should 
be accelerated. 

With due regard to our relationship with 
Washington and the Code compliance machin- 


. ery which has been set up, we cannot hope that 


the industry’s problems will be solved in trade 
practice complaint hearings. Upon the eve of 
the forthcoming joint meetings of the Code 
Authority, Zone Chairmen and Executive Com- 
mittee of the National Confectioners’ Associa- 
tion, November 15 to 18, the industry, which 
includes them, presents its petition. 


Other Industry Competition 


DECREASE in dollar value of the con- 
fectionery industry’s products for 1933, 
amounting to 27.5 per cent below figures 

for 1931, as reported in the Biennial Census re- 
leased this month, may well cause manufactur- 
ers to do some deep thinking upon the subject. 
Whether the depression is entirely responsi- 
ble is a question that might properly be asked. 
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In considering the answer, we suggest a thought 
once again to quality. It is quite possible that 
the publie has not fully appreciated the quality 
of the general run of many types of candies 
offered during this period. Some of the con- 
sumers’ money may have gone and still be go- 
ing to competitive industries. 

We view with interest the fact that cigarette 
output for September of this year reached a 
five-year high for that month. Furthermore, 
the production aggregate for the first 9 months 
of 1934 sets an all-time record, being 9.10 per 
cent higher than for the 1933 period, and 4 per 
cent higher than its nearest competition—the 
first 9 months of 1930. 

Undoubtedly, figures for the liquor industry 
would prove equally interesting. If the candy 
industry is having to share more of the con- 
sumers’ dollar with other industries, and wishes 
to retrieve some of that which it has lost, it 
certainly should endeavor to increase the ap- 
peal of its products through the quality offered. 


Resale Price Maintenance 


ECENTLY Mr. H. T. Weeks, Research 
Manager of Cadbury Brothers, Ltd., out- 
standing confectionery manufacturers ot 

Bournville, England, visited our offices during 
his visit to this country. Upon exchanging in- 
formation about trade conditions in our respec- 
tive countries, we were impressed with his ac- 
count of how the English manufacturers rem- 
edied a price-cutting condition in their distri- 
bution trade which was equal to that extant in 
the United States. 

The larger manufacturers simply set mini- 
mum suggested selling prices and maintained 
distribution among the supporting outlets. The 
trade soon fell in line and price stabilizing was 
accomplished. 

Our manufacturing friends in Britain are 
permitted more latitude in price fixing than are 
firms in America, but manufacturers here may 
individually establish resale prices at which 
they wish their product to be sold. They may 
announce these to the trade and indicate their 
belief that it will be to the jobber’s best advan- 
tage to sell at those figures. Further, they may 
fail to sell to price cutters because of questions 
to their ability to pay when operating on such 
a basis. 

The jobbing trade is evidencing strong ap- 
proval of the price maintenance idea. In fact, 
their Federation is campaigning for passage of 
the Capper-Kelly Bill which will permit firms 
to set reasonable prices by collective agreement. 
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Destructive Advertising 


[THIN the past month, gross misin- 

formation harmful to the entire 

candy industry has been disseminated 
through newspaper publicity stories and ad- 
vertisements initiated by a large confectionery 
chain in announcing the elimination of glucose 
(or corn syrup) from their formuias as a sensa- 
tional gesture to impress the public with the 
purity of their candies—at the expense of other 
manufacturers. 

A number of newspaper clippings have come 
to our attention, referring to this firm’s candy 
‘‘Purity and Quality’’ campaign which has 
‘‘spared no expense to eliminate substitutes of 
every kind and make them the purest manu- 
factured. A _ fore-looking scientific step has 
been taken,’’ a statement declares, in their ‘‘in- 
vention of making candy without the use of 
glucose.’’ The reports continue: ‘‘With the 
elimination of glucose from — candies, 
the firm is the first to market really pure can- 
dies, the only candies in the world today that 
can be consumed by young and old alike with 
absolute safety. This is because the 
conversion process makes them really pre-di- 
gested and it is therefore impossible for 
—— candies to cause indigestion.’’ 

Erroneous statements of this sort have a 
widespread discrediting influence upon the in- 
dustry.. They mislead the public, despite the 
fact that numerous authorities of unquestioned 
scientific standing and integrity have given un- 
qualified approval of the use of glucose (corn 
syrup) as a food. 

Be it said that corn syrup is one of the family 
of sugars. It is used in candy making because 
it improves the texture, flavor, and keeping 
qualities of many fine candies. It is composed 
of dextrose, maltose, and dextrine—substances 
which oceur in many natural foods and which 
also must be produced in the body before the 
energy value of natural starches can be used. 

Corn syrup as a food is approved by the 
American Medical Association and enjoys an 
official status equal to that of any other food 
on the market today. It is commonly recom- 
mended by physicians for use in infant diets. 

Outstanding among its properties in candy 
making is the ability of corn syrup to retard 
crystallization. It is further valuable in in- 
fluencing taste, both because of its mild sweet- 
ening power and its tendency not to mask the 
flavor of other ingredients. 

These and other facts about this raw mate- 
rial should be on the tongues of members of the 
trade to meet such insidious attacks as the cur- 
rent one upon the industry’s products. 
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CREAM CENTERS 


Their Variations and Control 


By DR. STROUD JORDAN 


REAM is a physical state rather than 
a material. Such condition is to be 
found wherever emulsions or suspen- 
sions exist. 

As applied to confectionery this term repre- 
sents the product obtained when a relatively 
high cooked sugar syrup is cooled quickly and 
beaten uniformly. A smooth plastic mass re- 
sults which is composed of microscopic crystals 
each surrounded by a film of syrup. 

Fondant is perhaps a better term to use but 
from long association, ‘‘cream’’ is of more gen- 
eral acceptance. Whether we call the product 
fondant or cream is of little moment but in the 
following discussion the word ‘‘fondant’’ will 
be used to represent the basic product. 

It is a peculiar situation to find that fondant 
has never been defined nor is it covered by 
specifications. Every confectionery manufac- 
turer is familiar with the product and it rarely 
happens that candy men get together without 
a discussion taking place about the relative 
merits of different varieties. Perhaps a general 
definition will be in order. 

‘*Basic fondant may be composed of sucrose, 
dextrose, levulose, maltose, lactose and/or dex- 
trins or a combination of two or more such 
products and water. It is either short, medium 
or tough according to the ratio of sugars em- 
ployed and temperature used in its prepara- 
tion. 

‘*Modified fondant may be basic fondant in 
which any satisfactory edible product has been 
incorporated. In the production of any type 
the ratio of component parts, particularly the 
sugars, must be so balanced that upon cooling 
and proper agitation, fine sugar crystals will 
be deposited, giving to the mass a grained and 
semi-plastie consistency.’’ 

It is realized that an explanation of terms 
used in this definition is in order. When we 
speak of sucrose, this means the usual types of 
granulated sugar regardless of whether they 
have been made from cane or beets. The term 
‘‘levulose and dextrose’’ represents inverted 
sugar since it is composed of approximately 
equal parts of these two sugars in water solu- 
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tion. The term ‘‘maltose, dextrose and dex- 
trins’’ will signify that either corn or malt syrup 
may be employed. The term ‘‘lactose’’ refers 
to milk sugar and may be interpreted to mean 
the addition of any satisfactory milk product. 

In the following table which represents the 
composition of nine individual cream centers, 
to be chocolate coated and sold under the same 


‘name, you will note that composition varies 


from 90 parts of sucrose with 10 parts of in- 
verted sugar to 65 parts of sucrose and 40 
parts of corn syrup. Proportions will change 
on boiling to produce the finished fondant. 


Corn syrup 40 30 .. 30 .... 15 .. 20 10 
Sucrose ... 65 75 90 75 92.5 85 90 80 70 
Invert en ee Be 


To Bob or Not to Bob 


Each confectioner is familiar with fondant 
formulas, therefore it will not be necessary to 
go more at length into composition. It will be 
interesting, however, to consider methods of 
handling and variations to be encountered. In 
general, one or two definite procedures will be 
followed, the first of which is a straight remelt 
without the addition of a bob (sugar syrup). 
Such a procedure finds acceptance where crys- 
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tallized creams are made and also where the 
fondant is to be used as a coating for centers. 
In the production of the everyday type of cream 
center, a majority of confectioners add syrup 
in varying proportions to the melted fondant. 
It can be readily seen that when 40-50 per cent 
of the center is composed of a syrup which has 
never been creamed that it will be possible to 
almost double the output. The resulting prod- 
ucts, however, are rarely as uniform or as 
smooth in consistency. Personal observation 
has been that good results may be obtained with 
a top of 20 per cent but that the close control 
necessary when greater amounts are used 
makes such a procedure impractical in the ma- 
jority of cases. 

In many plants it will be found that the tem- 
perature of syrup used for creaming is not reg- 
ulated properly. If such syrup has a temper- 
ature of 135° F. at the time the creaming oper- 
ation is started, it will produce a much coarser 
fondant than when it has been cooled to 110° F. 
It has also been noted in the case of a ball 
beater that a thermometer is somtimes placed in 
one position and never moved until beating has 
been started. A variation of twenty degrees 
in temperature from this to other points in the 
batch often has been noted. The reason for this 
condition is due to two facts, the first being 
that the thermometer acts as a sort of conduc- 
tor of heat, and cooling will take place more 
rapidly at the point of introduction. Another 
fact is that the outer edge of the syrup batch 
will often be cooler than the inner portion. 
Thermometers should be placed in different po- 
sitions to determine whether sufficient heat has 
been lost. 

In the case of the cylinder beater the syrup is 
supposed to have been pre-cooled before it flows 
into the hopper. As to whether it has been 
cooled sufficiently will depend upon the flow 
of syrup, the temperature of the cooling water 
and atmospheric conditions. It is not enough, 
therefore, to dump a kettle of syrup into the 
cooler and expect it to run into the beater at 
a uniform temperature day in day out. The 
friction factor is another important point since 
heat is developed in process. The temperature 
of the fondant as it leaves the end of the beater 
should therefore be controlled. 

In the use of the dough-break it is often 
found that the initial syrup contains excessive 
heat. This is sometimes left in purposely, since 
the beating operation requires power, and the 
higher the temperature of the syrup the less 
the power required. Results to be encountered 
will be the same in this case as in those where 
the ball type or cylinder beater has been em- 
ployed. 
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Cream Center Consistency 


Questions have been raised from time to time 
as to why a cream center which sets quickly will 
often be smoother than if it requires a longer 
time. A quick set cream is generally higher in 
sucrose, which is less soluble in water than corn 
syrup or invert sugar. If the temperature has 
been higher and more sucrose is present the set 
will be more rapid and the crystals will be 
smaller, but since there has been a large amount 
of sucrose dissolved, we find that more has erys- 
tallized than will remain in a solid state. As 
this product stands, the syrup redissolves a 
portion of the deposited sugar crystals, caus- 
ing a less rigid consistency. In the case of slow 
setting sugar, crystals will be built to a rela- 
tively larger size. This means that a smaller 
number of sugar crystals with a correspond- 
ingly larger size will be formed, producing a 
rougher type. 

There are times when cream centers have a 
tendency to spot, and this can generally be 
traced to two causes: either the cream has been 
east at too high a temperature or the starch 
into which it has been cast has been cold. The 
necessity for a higher remelting temperature is 
that a relatively lower proportion of syrup is 
present and the ability of this syrup to dissolve 
solid sugar is increased as the temperature 
rises. If this condition is not corrected we will 
find spots caused by the crystallization of large 
amounts of syrup around one sugar crystal. 

In the ease of cold starch, the heat in the 
fondant at the time of casting will be removed 
too rapidly and it will be chilled below the tem- 
perature at which it finally sets up. This will 
result in spots which may disappear after the 
centers have been crystallized or dipped in a 
satisfactory coating. Such a condition, ,how- 
ever, should not be allowed to exist, since the 
proper tempering of starch will obviate this 
difficulty. 

We have often spoken of the sweat back or 
breakdown of fondant structure after it has 
been coated. This condition is due to a number 
of causes. The center is always acid in char- 
acter and slow inversion takes place. Inverted 
sugar is more soluble than sucrose. Since the 
consistency of cream centers depends upon the 
ratio of liquid to solid, it is apparent that a 
softer center will result. It is desirable to 
obtain a definite amount of sweat back after a 
center has been coated, therefore it is a common 
practice to introduce invertase. One of the 
reasons why it is better to use invertase than to 
attempt a sweat back with excessive moisture 
is that the production of inverted sugar will 
build up density to a point where mold or bac- 
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teria action cannot take place. If a fondant 
relatively higher in water is employed, the sweat 
back will take place solely from the ability of 
the water to dissolve sucrose in which case 
syrup density will not be satisfactory. 


Effect of Frappe 


During recent years it has been customary to 
add frappe, marshmallow or a modification of 
one such product which will incorporate air in 
the fondant at the time it is remelted and east. 
Such a procedure gives a center which weighs 
less per unit volume. While a small amount 
of frappe may be indicated it is too often found 
that this procedure is overdone. 

When frappes are added at the time of re- 
melting, sufficient heat is never present to prop- 
erly sterilize. If a frappe has been made and 
placed in a container awaiting the time for its 
use, we often find that the container has been 
closed to keep out dust. Moisture given off will 
have condensed on the surface of the cover and 
run back on to the top of the frappe. This pro- 
duces a fertile field for yeast and mold growth. 
Now suppose that we add a frappe of this type 
to the fondant remelt. The yeast and mold 
spores present in the frappe will be distributed 
throughout the fondant and will not be killed. 

If the frappe is maintained in a condition so 
that it can breathe, skin will form on its surface 
and it will be comparatively sterile. This par- 
ticular point must be stressed, since its recog- 
nition will prevent much future trouble. Real- 
izing this fact, it is not hard to explain why 
centers of the hand rolled type are more likely 
to ‘‘leak’’ than those of the straight fondant 
type. 

In the operation of cooking and shaping, the 
hand rolled-centers are heated to a lower tem- 
perature and more water is present. They may 
also contain a large amount of frappe, so we 
find that two causes, namely, excessive moisture 
and large amounts of frappe, may cause burst- 
ing after these centers are coated. The burst- 
ing of the centers, however, does not indicate 
that fermentation has taken place. The large 
amount of air in the frappe has caused the vol- 
ume of these products to be increased to a point 
where expansion and contraction is to be reck- 
oned with. A differential in temperature be- 
tween the center and coating of a few degrees 
will cause the coating to be literally shrunk on. 
No trouble will be experienced so long as the 
finished goods are stored at a comparatively 
low temperature. When they are brought out 
into atmospheric conditions the center expan- 
sion is greater than that of the coating, which 
results in mechanical leakers. This fault can 
be corrected by tempering the centers before 
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coating. In the majority of cases when leaking 
does occur, no fermentation will take place, 
since the syrup which leaks through the crack 
or pinhole will dry and automatically seal the 
opening. This fact, however, does not prevent 
unsightly appearance. Personal observation 
has shown that little or no fermentation or 
mechanical leakers are ever encountered where 
straight fondant has been remelted or reason- 
able amounts of bob have been added. 

Where frappes and whips have been incorpo- 
rated either in the cast or hand rolled type, 
mechanical leakers have been noted, but in such 
cases little fermentation has ever been observed. 
If proper mixtures of sugar, corn syrup and 
invert sugar are made so that the syrup den- 
sity in a finished fondant will be above 76 
Brix, and if proper boiling temperature before 
creaming and a satisfactory remelt temperature 
at the time of casting is maintained, no trouble 
will be experienced in the handling of the usual 
type of cream centers. This statement is predi- 
‘ated on the fact that the starch used for mold- 
ing purposes is sterile, relatively dry and main- 
tains a temperature which is high enough to 
prevent spotting. 

If a bob is employed and its proportion is too 
great, rough texture, poor stand-up quality and 
general unsatisfactory results will be obtained. 
These bad features may be overcome by a close 
check on the amount employed, so that there 
will not be an excessive amount of dissolved 
sugar to crystallize out and destroy the smooth 
texture of the fondant to which the bob has 
been added. 

When frappes or whips of any type are to 
be added to the fondant, they should be sterile 
and have been preserved in such a fashion that 
no yeast or mold growth has taken place. 


1933 Value of Confectionery Revealed 
27.55 Per Cent Below 1931 


ON November 5, the Biennial Census of Manufac- 
tures, taken in 1934, was released by the Bureau of 
Census, showing the total value of confectionery and 
salted nuts produced in the U. S. in 1933 (not includ- 
ing production of certain small manufacturers) to be 
$204,525,059 (factory prices). This is a decrease of 
27.5% reported for 1931, the last preceding census 
year. 

The more important items contributing to the total 
for 1933 are as follows: 

Chocolates, 280,416,044 pounds, valued at $57,400,- 
812; bars, 415,386,190 pounds, $51,507,142; hard 
candy, 205,170,189 pounds, $21,952,274; salted nuts, 
$10,992,798. 

Wage-earner employment for the year, 51,393, was 
slightly above the average for 1931, which was 51,262. 
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Official NRA Interpretations * * * * 


* Relating to Candy Manufacturers’ Code, as Announced This Month 


HE following interpretations issued by 
9 the National Industrial Recovery Board, 
announced in the industry’s Code Au- 
thority Journal of November 2, are binding 


upon every member of the Industry without 
exception : 

BUYER—( Article II, Sec. 13): 

The term ‘‘buyer’’ includes every buyer 
whether or not the buyer may own stock in the 
company of a member of the industry. How- 
ever, there is no reason why a stockholder- 
buyer should receive special discounts for pur- 
chases of candy in his capacity as a stockhold- 
er-buyer. The granting of special discounts 
to stockholder-buyers could readily lead to 
abuses and discrimination in favor of a few 
privileged customers. 


USE OF PREMIUMS—(4rticle VII, Open 
Price Plan): 

1. The use of premiums is a term and con- 
dition of sale as set forth in the Code, and the 
use thereof shall be filed pursuant to Article 
VII, Section 1, of the Code of Fair Competi- 
tion for the Candy Manufacturing Industry. 

2. The use of premiums shall be uniform 
for all buyers of the same class under like 
terms and conditions in the same marketing 
area pursuant to one (1) above. 


REVISED PRICE LIST FILED TO AP.- 
PLY TO ONLY ONE BUYER FOR ONE 
SALE—(Article VII, Open Price Plan): 

When a member files revised price lists to 
meet the lower prices of a competitor he is in 
violation of the Code if the revised filed prices 
are not to apply to sales to all customers of the 
same class under like terms and conditions in 
the same marketing area. 


ADVERTISING 
VIIT, Rule 20): 


A member is in violation of the provisions of 
Article VIII, Rule 20, of the Code through the 
providing in a contract of payment to a buyer 
on the basis of a percentage of the goods pur- 
chased by the buyer or a percentage of the sales 
made by the buyer of the goods of the member, 
as such payment appears to be a subterfuge to 
evade the provisions of Article VIII, Rule 20, 
which prohibits payments which are designed 
or used to reduce a sales price. 


CONTRACTS — (Article 


NOVEMBER, 1934 





oint Meetings of Code Authority, N.C.A. 
Executive Committee and Zone 
Chairman November 15-18 


THE Code Authority for the Candy Manufactur- 
ing Industry will meet November 15 in Chicago at 
the Stevens Hotel and will hold a second session No- 
vember 18 following the joint meeting of the Execu- 
tive Comittee and the Zone Chairmen of the National 
Confectioners’ Association. 

As the member of the Executive Committee serve 
for the most part, as Zone Chairmen, the joint session 
will be held to acquaint Zone Chairmen with the meth- 
ods of procedure set forth in the plan recently ap- 
proved by NRA, for the handling of complaints of 
violations of the trade practice provisions of the Code, 
and will take up Association matters requiring the dis- 
position of the Executive Committee. 

The Zone Chairmen are as follows: 

H. R. Chapman, C. S. Allen, John Voneiff, W. C. 
Dickmeyer, Brooks Morgan, H. H. Campbell, J. L. 
Rubel, E. C. Palmer, G. E. Hughes, Porter King, 
B. G. Showley, H. L. Brown, J. G. McDonald. 

The Executive Committee is composed of the fol- 
lowing members: 

G. H. Williamson, Pres.; J. M. Gleason, Vice-Pres. ; 
W. E. Brock, Vice-Pres.; Pat J. Taft, Sec.-Treas. ; 
C. S. Allen, H. H. Campbell, Porter King, George T. 
Peckham, A. C. Baker, H. R. Chapman, Brooks Mor- 
gan, B. G. Showley, C. H. Woodward, H. L. Brown, 
W. C. Dickmeyer, Thomas J. Payne, John Voneiff, 
C. H. Woodward. 





Budget Approved 
THE $222,050.00 budget for administering 
the Code for the Candy Manufacturing Indus- 
try was approved by NRA October 13. The 


estimated expenditures for the Budgetary 
Period, with explanation, were published in 
October issue of The Manuracturtne ConFrec- 
TIONER. 

Assessment is based on one-sixth of one per 
cent of the member’s net sales of candy of his 
own manufacture for the year ending June 30, 
1934. Contributions are to be paid quarterly in 
advance, forwarding the assessment to Ernst 
& Ernst, 231 South La Salle street, Chicago. 

Only members of the industry who comply 
with the Code and who contribute to the ex- 
penses of its administration (the budget) are 
entitled to vote for members of the Code 
Authority. 

(Turn to page 55) 
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A Credit Letter Problem 


How Would You Handle This Situation? 


HE letter below, theoretically from a candy distributor who wishes to return with full 

credit, practically all of a shipment of last year’s holiday boxed chocolates, was recently fea- 
tured in a collection letter-writing contest sponsored by Printed Salesmanship. The letter and 
the preceding explanation stating the hypothetical situation and background of the case were pub- 
lished in their June issue. Readers were invited to prepare a final letter which they believed would 
collect the money and settle the account. The results of the contest were contained in the 
August number. Two of the prize winners—although not written by men in the candy industry 
—are reprinted by special permission on page 27 of this issue of The MANUFACTURING 
CoNFECTIONER. 


Considering the major importance of credits in the candy business today, as well as in other 
industries, we present this opportunity for exchange of ideas on credit and collection letters. 


We discussed the letter problem below with credit managers of candy manufacturers and 
asked Mr. W. F. Sherrill to discuss on the opposite page some suggestions for handling this and 
other credit problems within the provisions of the Candy Manufacturers’ Code of Fair Trade 
Practices. 


Now the problem: 


You are the manager of credits and claims for the You shipped the candy but ever since have whistled for 


Cavalier Candy Company. Last December Francois 
Boudette, a merchant in St. Francisville, Louisiana, gave 
your salesman an order for one hundred pounds of fancy 
chocolates, packed in one-, two-, and five-pound boxes. 
The credit agency reported Boudette as “a good risk but 
slow and stubborn when not satisfied.” 


your money. Five letters were written Boudette without 
gaining a reply, and finally your salesman was sent back to 
St. Francisville with orders to collect. He failed. His 
report was that Boudette had sold only a few pounds of 
the candy and had allowed the rest to get in bad condi- 
tion. So you have been forced to tell this merchant he 
must pay or be sued. This brings him out of his shell. 


Gentlemen: 


You Yankees may think you can bluff an honest Southerner into paying for 
goods he did not want in the first place, but you are barking up the wrong tree. You 
can go to court and be damned, but you'll never collect a penny out of me. 


When your salesman talked me into this order I first told him I would take 
twenty one-pound boxes, but he wasn’t satisfied. He said a lot of people like to 
give candy for Christmas presents but they.would feel cheap to give less than a two- 
pound box. This was crazy talk and I should have known better than to listen. 

The girls in this town are glad to get candy in a paper bag, and it ain’t horse sense 
to expect a fellow in hard times like these to dig up money for more than a 
one-pound box. 


But the darn fool just kept talking and before I knew what I was doing he had 
hooked me for a lot of two- and even five-pound boxes. If that’s the way you train 
your salesmen to impose on Southern hospitality you can bet your sweet life you 
can take the consequences. 


I’ve got exactly eighty-two pounds of your stuff still in my store, but it ain’t 
mine—it belongs to you. If you don’t get it the worms will. Tell that wind-splitting 
salesman it’s here for him to come after and if he waits much longer you'll have hog 
feed instead of candy. He made the tune so now let him dance. I don’t think 
a lot of flowery letters can change my mind. I don’t pay any attention to them 
anyhow. 


Francois Boudette. 
Candy is never guaranteed except to be in good condition when delivered. You can’t take 


it back. Boudette must pay. How would you write the final letter to get the money? See fol- 
lowing pages for discussion. 
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Candy Credit Manager 
Gives His Ideas 


Concerning the Collection Letter on Opposite Page 
As Well as Other Credit Problems Under the Code 


By W. F. SHERRILL 
Asst. Secretary, in Charge of Credits 
Nutrine Candy Company 
Chairman, Confectioners’ Credit Group of Chicago 


is presented on the accompanying page, 

is a typieal ‘‘return goods’’ credit 

problem in the candy industry. This 
customer, who seems to be hot under the collar 
and very arrogant, refuses to pay for the goods 
which he accepted in good condition and most 
of which he has had on his shelves since last 
December. He admits he placed the order and 
agreed to accept it; he even sold part of the 
merchandise. 

Boudette hasn’t a leg to stand on. Under 
the Code, your firm as the manufacturer can- 
not accept the return of the goods or make any 
allowance. This account must pay or be sued. 
However, the problem is to secure payment in 
a friendly manner and keep him as an available 
outlet for your merchandise. 


The Code as It Applies to 
This Situation 


Even though you would be willing to accept 
the merchandise to help him out, the Code of 
Fair Competition for the Candy Manufactur- 
ing Industry has definite provisions which for- 
bid accepting the return of this shipment under 
any circumstances. He has kept it for more 
than six months. According to the Code— 
Article VIII, Rule 17, See. 2 (c)—‘‘No credit 
or other allowance or replacement shall be 
granted ... beyond six months from shipment 
of the candy .. . to the buyer.’’ 

You have tried to be fair to Boudette, having 
written him five letters which he has failed to 
answer. Had he been willing to make payment 
before the six months period expired, you 
might have consented to giving him as much as 
50 per cent allowance upon returning the goods, 
which the Code permits manufacturers to ex- 


(5 RANCOISE BOUDETTE, whose ease 
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tend, under these circumstances. Within the 
six months’ period, if there has been no com- 
plaint that the goods were not satisfactory 
upon arrival, the Code permits extending a 
credit or other allowance, but not ‘‘in excess 
of 50 per cent of the member’s (manufactur- 
er’s) invoice of such candy.’’ See Rule 17, 
See. 1 (a) of Article VIII. 

Another factor centering around the point 
that the goods are not returnable is that you 
cannot extend credit for goods not returned. 
The Code specifies that, ‘‘No member shall 
grant or allow any credit or other allowance 
for any candy not returned to the buyer, or re- 
place such eandy.’’ 

Of course you can merely tell this account 
that the Code does not permit the return of 
this merchandise nor a credit allowance, and 
then abruptly refuse further consideration be- 
fore taking legal action, but more will be gained 
by diplomatically handling the situation and 
obtaining a friendly settlement. 


Psychology of the Letter 


This case, like many others involving collec- 
tion and adjustment letters, requires the care- 
ful use of good psychology. Primarily, it means 
trying to analyze the type of man with whom 
you are dealing—picturing him in his store 
and visualizing his class of trade and the prob- 
lems with which he is confronted. Try and see 
this problem from his viewpoint, and handle 
him tactfully. In some eases like this you may 
have written him previous letters and know 
his reactions. This often affords a cue as to 
the kind of a letter that will bring forth a sat- 
isfactory settlement. 


You have an unpleasant task at hand in this 
instance. You have to convince Francoise 
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Boudette that he must do a thing he doesn’t 
want to do. 

Perhaps you will tell him that you endeav- 
ored for some time to reach a settlement with 
him and would be glad to help him out, but 
under the present circumstances of his case the 
Cotle of the Industry will not permit you to 
go further. Then you will want to point out 
that the Code was drawn up by all the manu- 
facturers of the industry and that you believe 
it provides a just and fair basis for handling 
matters of this kind. It is not your own pri- 
vate Code but rather the entire industry’s Code, 
devised after long consideration of all angles 
on each ruling. It is intended to promote fair 
trade practices so that both the manufacturers 
and distributors may operate at a profit. 

Boudette should be told that he must realize 
the matter is of long standing. You might in- 
dicate, however, that you know he is going to 
cooperate so that you may continue your 
friendly relationship. 

This man is like many other candy buyers 
who realize too late that they have bought more 
than they can take care of—or more than they 
think they can sell. Boudette is now trying to 
justify himself, and he starts his letter bluffing. 
The fact that he uses the word ‘‘bluff’’ proves 
it is in his mind. No doubt if it is necessary to 
eall his bluff and tell him you are going to start 
suit he would come through and pay, but in 
this way you probably would lose a customer. 

I would also say that he is an easy-going fel- 
low. I judge this from the fact that he let the 
salesman sell him the merchandise which he 
now contends he should not have bought. More- 
over, if he had been energetic he would have 
sold it all or sold it at a little loss if necessary, 
‘ather than have it left over to become un- 
salable. 

While you are approaching him on a friendly 
basis, and asking him to be reasonable, you will 
of course be firm in facing him with his situa- 
tion. He must be made to understand the futil- 
itv of attempting to avoid payment of a legiti- 
mate account. 

At the same time, high-handed tactics will 





only prolong the fight which you want to end 
agreeably. Too often letters of this nature con- 
tain humiliating or irritating personal remarks. 
‘*Climbing all over’’ an account with rough-shod 
arguments and threats are not in keeping with 
desirable methods of doing business. You are 
speaking for your company, and personalities 
should not enter into the discussion. It would 
avail you little in the case of this individual, 
especially, for he is already in bad humor. 

A little flattery now and then is said to be 
relished by the best of men, so you might try 
flattering old Francoise a little. He seems to 
be the type that would like it. 

In cases similar to this, where the goods are 
still salable, we often find it helpful to make 
suggestions whereby the customer can dispose 
of the merchandise without standing any loss. 
In fact, he might be shown how he can make 
a small margin of profit. For instance, if the 
goods are still salable, you might suggest that 
he sell the candies in bulk. There is always a 
wider margin of profit in bulk goods than in 
package merchandise. 

If he doesn’t care to do that, he can feature 
the packages on a special day like Valentine’s 
Day or Washington’s Birthday, with appropri- 
ate cellulose bands or other wrappers around 
the boxes. 

Of course you would add a remark to the 
effect that you know that a man of his calibre 
and experience could take any of these ideas 
and put them over without any difficulty. 

I am confident that if the above suggestions 
were used in handling this case, the desirable 
results would be obtained. However, should all 
efforts to secure settlement on an amicable basis 
fail, | am sure you will agree that the manu- 
facturer should sue the account and force pay- 
ment, because the manufacturer in this case is 
in no way at fault and the customer has no 
justification for his complaint or the stand 
which he has taken. If he is allowed to ‘‘get 
by with it’’ in this instance, he will not hesitate 
attempting to do the same thing again, should 
a similar situation arise. 


Other Credit Problems Under the Code 


Code Authority Decides Specific Interpretation of Article VIII, Rule 16, on Datings, 
Special Allowances, Terms and Discounts—Discussed by Mr. Sherrill 


Other problems presented to the credit de- 
partment as the result of the Code have been 
those concerned with datings, special allow- 
ances, terms and discounts. 

Never before in the history of the candy 
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industry have manufacturers had such an op- 

portunity to get together to eliminate these un- 

business-like practices as they are now afforded. 

Terms of sale are just as an important part 
(Turn to page 59) 
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Collection Letters of Interest 






Prize Winners in Contest to Collec: Payment from Francois Boudette, 
Hypothetical Candy Distributor Referred to in Credit Problem Dis- 
cussed on Preceding Pages . . . Letter-Writing Contest Featured by 
“Printed Salesmanship” ... Two of Best Letters Are Reproduced 
Below as Exchange of Ideas for Candy Industry Credit Men. 


FIRST AWARD 


JuLes LiviNGsTon 


Livingston Company 
Binghamton, New York 


Dear Mr. Boudette: 


Down on the Bayou LaFource, in the Parish 
Avoyelles, there’s a merchant who is known to all his 
neighbors as an open-handed, generous man. He gives 
freely to worthy causes and his purse strings are always 
hanging loose for the needy and the oppressed. Yet, let 
any man try to get the better of him in a business 
deal . .. even to the tune of one little picayune . . . and 
this citizen will stand up on his hind legs and fight for 
his rights. Business is business with him and, when 
he knows he’s in the right he won’t give an inch. 


That’s fine; and I take it you are exactly the same 
type of man, Mr. Boudette. 


So, when your letter of July 1 came I asked per- 
mission to talk it over with you before any further 
action was taken. 


I respect an honest man and I have highest regards 
for the man who refuses to be imposed upon. I know 
you would not have written such 3 letter if you did 
not feel you were in the right. 


Therefore, before turning the matter over to our 
Attorney ... before starting any action that must result 
in a lot of unpleasantness to all parties concerned, I 
want to present OUR side of the story to you. 


You gave us an order for Cavalier Candy. We made 
up the candy, packed it and shipped it to you. The 
quality of the candy was right and, in every respect we 
lived up to our part of the contract. Why should we not 
be paid for it? Do you know of any court in the 
country that would not instantly award us the full 
amount of our bill together with costs? 


But we don’t want to go to court with this, 
Mr. Boudette, even though we are positive that all 
expense for such action would be assessed against you. 
We want the money that is rightfully coming to us, yet 
we want also to retain your good will and respect. 


_ We know you are honest and willing to pay your 
just debts, and that is why we are holding the matter 
open until July 27 so you can get your check to us and 
have the whole affair closed agreeably and without strife. 


I am expecting to be in New Orleans some time in 
October and I certainly am going to run up to 
‘St. Francisville and make the acquaintance of a man 
who not only is willing to stand up and fight for his 
rights, but also is big enough to see the other fellow’s 
side of the story. 


Please don’t place any orders for Holiday confection- 
ery until I see vou and please get your check to us 
before July 27, so we can all promptly forget about that 
little unpleasantness. 


Sincerely, 


NOVEMBER, 1934 


SECOND AWARD 


M. L. SKINNER 


Montgomery Ward and Co. 
¢ hicago 


Dear Mr. Boudette: 
Thank you very much for your letter, Mr. Boudette. 


While I cannot agree with your reasons for not 
paying, still I do appreciate your explanation of why 
you have not done so. F 


Please do not think that I have tried, or intend to 
try, by threats or by bluffing, to make you pay for the 
candy. If I cannot by a friendly explanation of my 
position get you to agree with me, then I have failed 
in my job. In that case, we must proceed in a 
businesslike way to close out your account. 


I have before me your signed order for the candy. 
Upon that order, your credit standing, and your 
promise to pay, we immediately shipped the merchandise 
as you requested in one-, two- and five-pound boxes. 
If you could now return any of that candy so it would 
reach us in the same condition as when received by 
you, we would be glad to accept it and give you credit 
for its return. As that cannot be done, and as we have 
already performed our part of the contract, we 
certainly expect you to keep your promise to pay 
as agreed. 


You are a business man and know the value of a 
contract. You know that your credit rating is one 
of your best assets. I would dislike very much to do 
anything to hurt your credit or cause you to be 
dissatisfied with the Cavalier Candy Company. But, we 
are in business for profit the same as you. Neither 
of us can long continue in business if we do not obtain 
payment for the merchandise we sell. It is important, 
of course, that each of us have customers and keep 
them satisfied. It is more important, however, that 
those customers pay us for our goods. 


I sincerely hope you will see my position in the 
matter and let me have your check for $32.50, within 
the next ten days so your account may be closed in a 
businesslike and friendly way. If I do not receive 
payment, I shall be obliged to take whatever steps 
are necessary to protect the interests of my 
company. 

Yours very truly, 
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TELLING the Story of Candy 


* 


As Done in Newspapers, Magazines, and Radio Programs 
Through Efforts of the N.C.A. Educational Department 


By NOEL COVENTRY ... 
Director, Educational Dept. 
National Confectioners’ Assn. 


HE Educational Department of the Na- 
tional Confectioners’ Association, at 
Headquarters in Chicago, functions as 
three units of service to the confee- 

tionery industry. Candy manufacturers should 
know that here is a publicity department, an 
information and research bureau, and a medium 
for promoting intra-industry cooperation. 

Although the spectacular advertising that ap- 
peared and the publicity stunts that were per- 
petrated by this Department back in 1928 and 
1929 are no longer possible, a substantial 
amount of publicity is still secured, in the main, 
at small cost. 


News Releases to Newspapers 

Stories based on candy are released by the 
Kducational Department in three channels: to 
the newspapers, to magazines and through the 
N. C. A. publication ‘‘Candygraphs.’’ In order 
to break-down candy clichés such as ‘‘tooth de- 
cay is caused by candy,’’ and ‘‘candy is fatten- 
ing’’ the truth about candy must be continually 
held up before the eyes of the public. 

That the candy industry offers news of value 
to the reading public is vouchsafed by the fact 
that the Associated Press requests stories prior 
to the Christmas season, and it releases from 
time to time statistics showing the volume of 
production the per capita consumption and other 
pertinent facts. The candy stories which the 
Associated Press releases are significant con- 
tributions to the industry, used as they are by 
newspapers over the entire country. 

The annual convention of the National Con- 
fectioners’ Association gives the industry a 
vast amount of publicity each year. Two months 
prior to the convention, your Director of Pub- 
licity sends a short announcement giving the 
date and the location of the convention to all 
the news services and to nation-wide news- 
papers. This is followed by a list of the names of 
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NOEL COVENTRY 


convention speakers, their biographies in brief, 
and the subjects of their talks. Thus primed 
for this annual event, the press follows the 
activities of the convention and capitalizes on 
events with news value. Newspapers in the 
city in which the convention takes place assign 
reporters to cover day-by-day convention pro- 
ceedings. This year literally hundreds of stories 
swept the country based on Clarence Birgfeld’s 
talk on ‘‘ Distribution in the Candy Industry.’’ 
Candy had gained in sales! That was news 
and moreover the type of news that editors 
knew their readers were anxious to hear. 

At the same time that advance convention 
publicity is sent to the press, convention plans 
as they take shape are constantly placed before 
the candy industry. And as a final reminder 
and selling point, a broadside or folder empha- 
sizing the high-points of the convention by 
means of stories and photographs is distributed 
to the trade. 


Candy Publicity Disseminated to 
Offset Misinformation 


The feminine misconception of candy as an 
enemy of the slim figure is still encountered. 
This continues to be one of the obstacles in the 
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path of increased candy consumption that the 
Educational Department strives to overcome. 
It is futile to expect women blandly to accept 
our reiteration that ‘‘candy is not fattening,’’ 
so examples are pointed out to substantiate this 
fact. Stories are released of athletes and 
actresses who eat candy for the quick energy 
it supplies without adding weight. For instance, 
a picture of a popular motion picture star eat- 
ing candy, and one who is distinctive for her 
beautiful and slim figure, will soon be sent to 
newspapers from coast to coast. The accom- 
panying story will point out that this lovely 
creature is able to endure the long hours ot 
strenuous work on the movie lot because she 
munches candy frequently. 

One of the large movie companies provided the 
photograph, and this department will release it 
and the story in matrix form to the one thou- 
sand newspapers who continually print our pub- 
licity. 

The publicity department is constantly watch- 
ful for unfavorable or adverse criticism di- 
rected against candy. Although no longer as 
blatant and as frequent, such comments ap- 
pear spasmodically. An example of how thou- 
sands of people may gain an utterly false im- 
pression of candy was spotted in a booklet on 
reducing, issued by a large and prominent in- 
surance company. This booklet stated that ‘‘Of 
all foods taken between meals, candy is per- 
haps the worst.’’ 

Called to my attention by an alert candy man- 
ufacturer, | wrote to the insurance company, 
objected to this sentence and amply backed my 
objections by scientific data. Subsequently the 
assurance was gained that the offensive line 
would be eliminated in the imminent new edi- 
tion of the booklet. 


Magazines, particularly those in the field of 
home economics, welcome articles about candy, 
provided they are properly adapted to their 
publication. 

In the past few months the Publicity Depart- 
ment covered candy in the school cafeteria for 
Practical Home Economics, a publication which 
extends practical help in teaching foods to 
Home Economics Teachers, School Cafeteria 
Managers and others. The circulation totals 
over 16,000. This article pointed out various 
ways of achieving an attractive display of can- 
dies in the school cafeteria and stressed the 
nutritive properties of candy as a food essen- 
tial in the diet of school children. 


That candy offers endless possibilities to the 
hostess both as a food and may set the deco- 
rative keynote of a party was presented in a 
story in the September Forecast, another food 
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and health magazine. Titled ‘‘Candy Hints for 
the Hostess,’’ intriguing table decorations com- 
posed of candy were suggested for the luncheon, 
bridge, and dinner table. 

The intriguing uses of candy with flavors al- 
ready skillfully blended in manufactured candy 
were introduced by means of recipes for fruit 
cups, salads and desserts, and emphasized by 
two charming illustrations. 


“Candygraphs” for Newspapers 
Magazines and Radio Publicity 


To measure the results of the aforementioned 
publicity is, of course, impossible. However, 
we have a medium of candy expression that can, 
in a sense, be sent out on its mission and its 
ensuing progress watched. This is the publica- 
tion ‘‘Candygraphs.’’ 

Appearing in striking colors symbolic of the 
holiday or season it heralds, ‘‘Candygraphs’’ 
has been called the ‘‘gem’’ within its particular 
class of publication. Consisting of four pages 
of publicity on candy, ‘‘Candygraphs’’ de- 
scribes the new forms of manufactured confec- 
tionery seen on the candy counters; offers orig- 
inal food recipes with candy as a necessary 
ingredient; gives the history of candy and the 
origin of types of confections; and relates proc- 
esses of candy manufacture of interest to the 
layman or consumer and bearing definite value 
as news. The mailing list now totals 1,524. 
‘‘Candygraphs’’ has opened up new outlets for 
eandy publicity. Requests to be regular re- 
cipients are numerous and its reception from 
newspapers, magazines and radio stations has 
been tangibly cordial. In short, the warm re- 
ception accorded ‘‘Candygraphs’’ has resulted 
in its being a joy to the Publicity Department. 

By means of clippings received from the clip- 
ping bureau to which we subscribe, we are en- 
abled to keep an eye on the favorable and un- 
favorable material printed about candy and 
also to tabulate the lineage of material re- 
printed from ‘‘Candygraphs.’’ Recipes re- 
quiring candy are the star performers. The 
first issue of ‘‘Candygraphs’’ suggested that 
peppermint candy, ground or broken up, would 
enhance the delectability of ice cream. Today 
‘*Peppermint Ice Cream’’ invariably appears 
with the ubiquitous chocolate and vanilla ice 
cream as a dessert on dining room menus. 
Searcely a day passes without a new appear- 
ance of this recipe in newspapers and maga- 
zines. 

‘*Chocolate Center Rolls’’ was another in- 
stant ‘‘hit’’ with the editors of home econom- 
ics departments. This recipe had a continental 
background, being adapted from a biscuit pop- 
ular in France, and required the use of a choco- 
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late candy bar. It was reprinted in 65 news- 
papers, including the Chicago Tribune which 
used not only this but all other recipes appear- 
ing in that particular ‘‘Candygraphs’’ on the 
first page of their Sunday Women’s Feature 
Section. In appearance, it was a striking page. 
The Sunday circulation of the Tribune is 1,235,- 
442. This was gratifying, but all lineage rec- 
ords were broken by my recipe for ‘* Cinnamon 
Ice Cream,’’ an easily prepared and delicious 
dessert made with red cinnamon candies. Re- 
printed 137 times, the roster included the New- 
ark News, Los Angeles Times, Ft. Worth Star- 
Telegram and the New York American, the cir- 
culations ranging from 110,000 to 225,000 per 
newspaper. 

And again this fall, the Chicago Tribune 
aware that ‘‘Candygraphs’’ provide novel 
recipes that keep people interested in the too- 
often-prosaic practice of eating, reprinted all 
the recipes requiring candy included in the 
October ‘‘Candygraphs’’ with the display head- 
ing ‘‘Candies Enter Into Spirit of Other Cook- 
ery.’’ The introductory comment stated ‘‘One 
recipe plus one unexpected ingredient, equals 
one entirely different dish. The mysterious in- 
gredient may well be one of the ordinary con- 
fections that we’ve been munching for years. 
Introduce it into some commonplace recipe and 
you won’t recognize either in the exciting re- 
sult.’’ 


Research and Information Bureau 
Performs Valuable Service 


The research and information bureau divi- 
sion of the Educational Department answers 
inquiries and prepares special requested ma- 
terial on candy. This work is considered one 
of the most valuable features of the educational 
campaign. Requests come in daily from stu- 
dents, writers, from other industries, both in 
this country and abroad. It is also of service 
to the candy industry, furnishing statistics on 
the industry and supplying material that may 
be incorporated in individual advertising. 

That the extent of the information requested 
is wide in scope may be noted from examples 
cited: One of the leading Chicago newspapers 
called for the principal facts regarding candy 
imports and information concerning the use 
of dried eggs in the confectionery industry. 

A Columbia University professor, using the 
candy industry as the subject of his thesis, re- 
quested all the material and statistics we could 
supply. 

Frequent information about candy is desired 
by advertising agencies all over the country to 
be used in candy advertising copy. 
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A feature writer with a story on the con- 
sumption of sugar in the United States in prep- 
aration wished to obtain figures on the portion 
of sugar used by the candy industry—the kind 
of sugar used in candy and what localities 
bought the most candy. 

We find that school teachers are eager to in- 
clude knowledge of candy along with the three 
r’s, as indicated by the volume of letters re- 
ceived asking for any material available impart- 
ing this information. ‘‘The Story of Candy,’’ 
a comprehensive and fascinating book written 
by Walter C. Hughes, and Dr. Bundeson’s 
‘*New Knowledge of Candy’’ are constantly be- 
ing mailed for education purposes. To date 
copies of these booklets have been placed in 
the hands of 600,000 people. 


Trade Magazines Indispensable in 
Intra-Industry Education 


A great deal, and in fact for the past year 
the major portion, of the efforts of the Educa- 
tional Department has been directed toward 
the confectionery industry, that is intra-indus- 
try publicity. Manufacturers all over the coun- 
try are eager to learn of the happenings and 
progress in the industry, and of the background 
and histories of the men who are devoting so 
much of their time to promoting the industry. 
In this connection, the support of the Trade 
Magazines of the industry cannot be overesti- 
mated. It is through the Trade Press, princi- 
pally, that the National Confectioners’ Associa- 
tion informed its members of the achievements 
of the Excise Tax Committee, the activities of 
the Tugwell Bill Committee, of the advancement 
of the Code prior to its adoption and sin 
then of the progress of the Code in relation 
to the Confectionery and Allied Industries. 

Through the General Information Bulletin, 
an N. C. A. publication, news and statistics of 
interest to the candy manufacturers are dis- 
seminated. Then since the inception of the 
Code the Candy Manufacturing Industry, two 
pamphlets published by the Code Authority of 
the industry, are issued from this office. They 
are the Code Authority Journal and the Code 
Bulletin, reporting the meetings and activities 
of this body and of the Code Committees and 
giving the interpretations and rulings of NRA. 

Not until the Utopian day arrives when 
women no longer shrink from a proffered piece 
of chocolate candy, when mothers no longer 
believe that candy is bad for their children, 
when false statements cease to be written about 
candy, not until then will the work of present- 
ing candy in its true light in all available me- 
diums be completed. 
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Views on CUBA and Our 


Reciprocal ‘Trade A ereement 


By CHARLES WILLIAM TAUSSIG 
President, American Molasses Company, New York 


Address Delivered at 21st National Foreign Trade Convention 
New York City, November 2, 1934 


O one who has for many years advo- 

‘ated more equitable commercial rela- 

tions with our neighboring republic, 

Cuba, and who was only too well aware 

of the many political obstacles in the path of 

progress in this direction, it is an unusual pleas- 

ure to be able to discuss the actual accomplish- 
ments of the past year. 

The Trade Agreement between the United 
States of America and Cuba which was signed 
at Washington August 24, 1934, is perhaps the 
most carefully and intelligently prepared docu- 
ment of its kind in the annals of American 
foreign relations. It was drawn by leaders who 
had fundamental economic principles, political 
sagacity and what is of almost equal impor- 
tance, plain ordinary horse sense. It is en- 
couraging indeed to know that such men have 
been entrusted with carrying out the foreign 
policy of the United States. 

Fourteen years ago, Franklin Roosevelt, then 
a candidate for Vice-President, in a speech at 
Butte, Montana, specifically expressed his con- 
fidence in the ultimate inter-dependence of the 
United States and her Latin-American neigh- 
bors. The term ‘‘Good Neighbor’’, then, is not 
a mere political catch phrase; it dates back 
many years; it is part of the President’s creed. 
Karly in 1932, Roosevelt’s attention was par- 
ticularly directed to the intolerable situation 
existing in Cuba and he commenced then an 
intensive study of the relationship between the 
two countries, so that, on March 4, 1933, he 
entered the White House thoroughly conversant 
with the problems that confronted our South- 
ern neighbor and with definite ideas as to how 
the United States could assist in solving them. 
I do not exaggerate when I say that, at that 
time, the President could be classed as an ex- 
pert in his own right on Cuban affairs. 

Thirty-five years before, the United States 
had assisted the Cuban people in gaining their 
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independence at the cost of both American and 
Cuban lives. Secretary of State Hull himself 
was a captain in the American army in Cuba. 
The result of the joint effort of the two coun- 
tries was to substitute for the shackles of Spain 
those of American vested interests. Cuba had 
hoped to be self-reliant and to develop for her- 
self a democratic form of government, but, 
because of the Platt Amendment and the influx 
of ruthless American capital, the Cuban people 
became accustomed to look to Washington to 
correct their internal difficulties instead of do- 
ing the job themselves. The Platt Amendment 
had given to the United States Government 
such rights of interference in Cuban internal 
affairs that American capital which might well 
have developed and enriched Cuba was encour- 
aged to be unwise, unjust and tyrannical. Wash- 
ington could always be relied upon to pull some- 
body’s chestnuts out of the fire. 

With the elimination of the Platt Amendnient 
and the signing of the new trade agreement, 
Cuba has become in fact free and independent. 
She has many internal problems yet to solve, 
problems that must and will be met without 
interference from Washington. Those of us 
who know Cuba and the Cubans salute her 
brave, resolute, liberty-loving patriots who so 
nobly and patiently carry on. We, too, must 
be patient and forbearing while they reorgan- 
ize their new freedom. 

The story of the rise of Machado, the tyrant, 
to power in Cuba is too well known to be retold. 
What Machado was to Cuba’s political life, the 
Hawley-Smoot Tariff was to her economic life. 
On March 4, 1933, Cuba was bankrupt socially, 
politically and economically. From then on, it 
became the job of the American people and the 
Cuban people in their respective fields to again 
cooperate in the rebirth of a free Cuba. Al- 
though America’s concern in the Cuban prob- 
lem was largely to free Cuba economically, it 
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could not be oblivious to the tense political sit- 
uation then existing in Cuba, which completely 
overshadowed the fundamental economic errors 
that were responsible for Cuba’s plight. 

It is to the everlasting credit of Sumner 
Welles that, in his difficult position of ambas- 
sador of a government with the avowed prin- 
ciple of ‘‘no interference in the internal affairs 
of another,’’ he, in the role of an individual 
arbitrator and counselor, was able to assist 
Cuba out of her political morass, without in any 
way compromising the above mentioned princi- 
ples of the United States government. 

Cuba finally emerged from the yoke of tyr- 
anny and the two neighbors then sought to work 
out their mutual economic problems. 

Ten years previous, Cuba’s imports from the 
United States had amounted to 191 million 
dollars; Cuba’s exports to the United States 
had amounted to 362 million dollars. In 1933, 
these figures had shown a catastrophic decline, 
the imports amounting to only 22 million dol- 
lars and the exports to the United States to 57 
million dollars. 

With an overwhelming public debt, with an 
unbalanced budget, with her source of revenues 
dried up, with her exports down almost to the 
vanishing point, the economic plight of Cuba 
at that time is too obvious to require further 
comment. What I want to stress, however, is 
the effect that this had on our own agriculture 
and industries. In 1924, Cuba ranked as our 
sixth best customer; in 1933 she had fallen to 
sixteenth. The Department of Agriculture esti- 
mated that the loss of the Cuban market for 
foodstuffs since 1928 alone meant 817,267 acres 
taken out of production in the United States, 
just a little short of the total acreage devoted 
in the United States to the growth of sugar 
beets. American exports to Cuba of raw ma- 
terials and manufactured products other than 
foodstuffs had dropped from 133 million dollars 
in 1924 to the insignificant figure of 18 million 
dollars in 1933, or to 14 of the former amount, 
with resulting hardships to American producers 
and workers. This was the economic situation 
that the two neighbors sought to correct by the 
Trade Agreement of August 1934. 

The State Department’s concern for Cuban 
economic rehabilitation was general, not spe- 
cific. It proceeded on the twin basis that sugar 
was the lifeblood of Cuban economy and that 
diversification on the whole was a good policy. 
It was believed that, if some concession were 
made to Cuban sugar, advantages would in time 
be reflected in greater employment and higher 
wages for the field workers; the increase in 
purchasing power would result in greater sales 
of goods of all types, thereby reviving the busi- 
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ness all over the Island. Although the prepon- 
derant American position in sugar was recog- 
nized, it was assumed that the lion’s share of 
any tariff concession would find its way into the 
pockets of Cubans. Although sugar and to- 
bacco are the corner-stones of the Cuban eco- 
nomic structure, the advisability of a diversifi- 
‘ation of protective enterprise producing for 
both the home and foreign markets was recog- 
nized by both the American and Cuban gov- 
ernments. 

The Trade Agreements, instead of being 
founded strictly upon the premise that each 
country should produce and export those com- 
modities for which its climate, labor, raw ma- 
terials, ete., are best adapted, reflects social 
considerations that outweighed in the minds of 
the governments concerned, theoretical eco- 
nomic advantages. The American government 
adopted a policy based upon the following con- 
siderations: 

A—Of seeking no concession where the 
protected industry was natural and logical 
and producing cheaply and efficiently. 

B—Of making a strong bid for conces- 
sions where the protected industry was 
neither natural nor efficient and where the 
product was of real importance to the 
American export trade; 

C—Of endeavoring to reduce excessive 
rates in order to permit importations but 
not sufficiently to handicap production; 

D—Of seeking no concessions in the case 
of protected industries manufacturing fin- 
ished goods but of requesting concessions 
on the raw or semi-finished materials neces- 
sary for the local industry. 

It was this intelligent, yes even scholarly, ap- 
proach to the problem that makes this Trade 
It is a far ery from the 
recent log-rolling days of tariff making. It 
bodes well for the future of the reciprocal 
agreements now under consideration. 

The immediate effect of the Agreement was 
to stimulate our exports to Cuba to an amaz- 
ing extent. Comprehensive statistics are, of 
course, at the moment not available, the Agree- 
ment being only in effect for about two months, 
but the early reports from Ambassador Caffrey 
at Havana are tremendously encouraging. 
From September 10th to 16th inelusive, sixteen 
American ships brought into the port of Havana 
for consumption in Cuba 16,343 short tons of 
a wide variety of American products, includ- 
ing lard, meats, potatoes, pine lumber, wheat 
flour, cotton goods, salt, electrical equipment, 
leather, edible oils, paper products, medicine, 
automobiles, automobile accessories, chemicals, 


THE MANUFACTURING CONFECTIONER 











SIR MACPHERSON ROBERTSON 


Australia’s “Confectionery King,” donor of prizes for the 
recent London to Melbourne Air Race, shown with gold 
trophy which was among his gestures to Victorian State 
Government, in connection with the Dominion’s Centenary 
celebration. The gifts include a girl’s high school, a new 
bridge, a national herbarium, and an illuminated fountain. 


Sir Mac. Robertson, Australian Candy 
Manufacturer, Sponsors Air Race and 
Enormous Other Centenary Gifts 


ORLD fame for his sponsorship of the most 

sensational of all air races—the recent London 
to Melbourne derby engaging the crack flyers of many 
countries in pursuit of $75,000 prizes and a gold trophy 
—glorified the name. of Sir Macpherson Robertson, 
Australia’s wealthiest confectionery and _ chocolate 
manufacturer, and gave the candy industry its greatest 
international publicity. ’ 

The air race, however, was only a part of a gift of 
100,000 pounds cash which Sir Macpherson placed at 
the disposal of the Victorian State Government in con- 
nection with the Victorian-Melbourne Centenary Cele- 
bration this year. 

“These will include a Model Girls’ High School,” 
said Sir Macpherson Robertson, “a vast Bridge Across 
the River Yarra, a National Herbarium, an Illuminated 
Water Fountain, besides 16,000 pounds and a gold cup 
for the Centenary Air Race.” 

Models of the buildings and fountain have been con- 
structed to scale in sugar at the Mac. Robertson Fac- 
tories at Fitzroy, Melbourne. 





steel, bottles, radios, toys, cotton yarn, rubber 
products, paints, drygoods, and canvas rubber 
footwear. 

On September 17th, an American ship car- 
ried a cargo of 2,000 tons into Havana, one of 
the largest shipments on record in recent years. 
Our commercial attaché in Havana reports that 
the local distributors in Havana have not been 
able to supply the demand for American cigar- 
ettes and have placed further large orders for 
them. During the month of September, over 4 
million pounds of hog lard were imported into 
Cuba. The entire imports of lard for 1933 were 
only about 9%, million pounds. It is believed 
that the total imports of lard for next year will 
approximate 50 million pounds. Imports from 
the United States, exclusive of coal which is 
on the free list, amounted to 43,340 tons in Sep- 
tember, 1934, against 26,700 tons in September 
1933. 

The duty on Cuban raw sugar imported into 
the United States was reduced last Spring from 
$2.00 to $1.50 per 100 pounds, upon recommen- 
dation of the Tariff Commission. It was again 
further reduced in the Trade Agreement from 
$1.50 to $.90 per 100 pounds. This has resulted 
in substantially higher prices for sugar in Cuba 
to the distinct advantage of Cuba’s financial 
position. It is recognized in Cuba that certain 
changes must be made in her internal economic 
structure in order that the people as a whole 
may get the benefit of her increased national 
income. Such a program is being rapidly and 
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intelligently developed at the present time. 

Secretary Hull’s long experience and study 
in the field of tariffs, together with his superb 
statesmanship and pertinacity, were largely re- 
sponsible for the successful piloting of this 
Trade Agreement among the political shoals 
and rocks which threatened on several occasions 
to wreck the whole project. Imbued as he is 
with a passionate desire to tear down the trade 
barriers which have of recent years not only 
divided us from our Latin-American neighbors, 
but stifled the international commerce of the 
whole world, he is following up the Cuban 
Agreement with a series of reciprocal agree- 
ments that give promise to break the interna- 
tional trade jam. 

It is interesting to note the complete change 
of sentiment in the United States regarding 
tariffs. The able advocacy of lower tariffs by 
Secretaries Hull and Wallace and the growing 
realization that we can’t sell abroad if we don’t 
buy have had their effect. Recently 150 briefs 
were filed in Washington by industries inter- 
ested in a certain reciprocal trade agreement 
now under negotiation. Fifty of the briefs were 
the orthodox protectionist appeal and one hun- 
dred were pleas for lowering tariffs. 

More and more are Washington and the coun- 
try becoming convinced that barriers to for- 
eign trade are among the principal causes of 
unemployment and that a sound, liberal foreign 
trade policy among good neighbors will put 
millions of men and women back to work. 
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HE following report embodies a plan for the 
handling of complaints of violations of the 
trade practice provisions of said Code by 
members of the Industry. 

The Trade Practice Complaints Committee consists 
of Messrs. Ferdinand A. Bunte, }. W. Brooks, John 
M. Gleason, A. C. Carrington and William E. Brock. 

The Administration Member of the Code Authority 
shall be a member of the Trade Practice Complaints 
Committee, without vote, but with power of veto sub- 
ject to review by the Administrator. 

Mr. Max F. Burger, Assistant Managing Director 
of the National Confectioner’s Association, Inc., will 
serve as Executive Secretary and Legal Adviser of the 
Committee. 

The term “trade practice complaint” wherever used 
refers to a complaint alleging a violation of any pro- 
vision of the Code other than labor provisions. 


Trade Practice Complaints Organization 


The Committee recommends : 

that the National Confectioners’ Association Zone 
Chairmen be utilized in the administration of the Code: 
that trade areas be set up and that complaints shall 
in the first instance be handled by Local Trade Practice 
Complaints Committees, and in case of failure to ad- 
just, then to the Regional or Zone Trade Practice Com- 
plaint Committee; and in case of the complaint not 
being adjusted by the latter Committee, then to the 
Trade Practice Complaints Committee of the Code 
Authority ; and further, that these Committees shall be 
confined only to Trade Practice complaints and not to 
labor complaints and labor disputes ; provided however 
that a complaint filed by one employer against another 
employer with reference to labor provisions of the 
Code shall be regarded as a trade practice complaint 
and shall be handled in accordance with the following 
procedure ; 

that the Managing Director of the National Confec- 
tioners’ Association shall be instructed to send all in- 
terpretations of the Code, upon approval by the Ad- 
ministrator to the local and regional chairmen of the 
Trade Practice Complaints Committee, and that the 
Zone Chairmen of the National Confectioners’ Asso- 
ciation act as Chairmen of the Zone or Regional Com- 
mittees (hereinafter referred to as Zone Trade Practice 
Complaints Committees) and that each zone chairman 
appoint the members of his Zone Committee ; 


that each Zone Trade Practice Complaints Committee 
shall consist of 3 to 5 members, and be confined to the 
minimum wherever practicable ; 

that the names, with the recommendations of the dis- 
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Trade Practice Complaints 
Plan Approved by NRA 








© PLAN for handling complaints of viola- 
tions of the trade practice provisions of 
the Code for the Candy Manufacturing 
Industry, as approved in report sub- 
mitted by the Trade Practice Complaints 
Committee of the Code Authority, in 
accordance wih the provisions of Article 
VI, Section 9, of the above-mentioned 
Ge sa ee el woe een ee 








trict members of the Code Authority, be forwarded 
to the Trade Practice Complaints Committee of the 
Code Authority ; 

that local Trade Practice Complaints Committees be 
formed of not less than 3 and not more than 5 mem- 
bers, and be elected by the members of the industry 
of the locality in which the Committee is to serve ; and 
in case of failure to elect this Committee within 10 days 
after receipt of notification from the Trade Practice 
Complaints Committee of the Code Authority, the 
members of said Committee be appointed by the Zone 
Trade Practice Complaints Committee ; and, it is further 
and specifically recommended, that 

1. The Trade Practice Complaints Committee of the 
Code Authority shall be the supervising agency for the 
industry. 

2. The Zone or Regional Trade Practice Complaints 
Committee shall be formed in the zones as set up by the 
National Confectioners’ organization. 

3. The local Trade Practice Committees shall be set 
up in localities where the establishment of such com- 
mittees will prove expedient for the proper administra- 
tion of the Code. 

4. Field men shall be employed by the National Con- 
fectioners’ Association to instruct and educate the 
members of the industry in the essentials of proper code 
observance, said field men to perform such other duties 
as may be assigned to them from time to time by the 
National Confectioners’ Association as administrative 
agency for the Code Authority. (See Exhibit C) 


General Procedure 


If the Local Trade Practice Complaints Committee 
authorized to receive the particular complaint in the 
first instance is unable to adjust the same, it shall for- 
ward the original complaint and all relevant records to 
the Zone Trade Practice Complaints Committee, to- 
gether with a report sufficient to serve as a basis for 
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the report required in case of ultimate and final trans- 
mittal of the Case to the NRA. 

If the Zone Trade Practice Complaints Committee 
is unable to effect an adjustment, unless otherwise pro- 
vided herein the complete record shall be forwarded to 
the Executive Secretary of the Trade Practice Com- 
plaints Committee of the Code Authority for action by 
the Trade Practice Complaints Committee of the Code 
Authority. 

In all cases where the respondent fails to answet 
within 10 days either personally or by letter the first 
notice of the complaint, the Local Trade Practice Com- 
plaints Committee shall mail information identical to 
that necessary to be submitted when the complaint is 
received to the respondent by registered mail, viz.: a 
copy of the Code, “Information for Persons Charged 
with Violation of the Candy Manufacturing Industry 
Code.” and notice to respondent that a complaint has 
been filed and the nature of the complaint. The Ex- 
ecutive Secretary shall affirmatively state in submitting 
his report to the NRA that the foregoing procedure was 
strictly followed and enclose the original Post Office 
registry receipt with the report. 

Each Local Trade Practice Complaints Committee 
shall observe these instrtictions and preserve the original 
Post Office registry receipt for the foregoing purpose. 

If at any time the Trade Practice Complaints Com- 
mittee of the Code Authority is convinced that a com- 
plaint conclusively sets forth facts constituting a viola- 
tion of the Code which the respondent shows no dis- 
position to correct or adjust, the case may be imme- 
diately referred to NRA (NRA Compliance Director, 
Washington, D. C., or a State Compliance Directot 
having jurisdiction) without following the stops out: 
lined herein. 


Committee Memberships 


Not more than one member of the Zcne Trade Prac 
tice Complaints Committee and the Local Trade Prac- 
tice Complaints Committee shall be a non-member of 
the National Confectioners’ Association. 

Vacancies in the Zone Trade Practice Complaints 
Committee shall be filled by the Zone Chairman, who 
shall also act as the Chairman of the Zone Trade Prac- 
tice Complaints Committee, with the approval of the 
Code Authority member elected from that district. 

Vacancies in the Local Trade Practice Complaints 
Committee shall be filled by appointment by the Zone 
Chairman for the respective zone until such vacancy 
is filled by election called for the purpose. 

Members of the Zone Trade Practice Complaints 
Committee and Local Trade Practice Complaints Com- 
mittee shall hold office for one year, or until their suc- 
cessors have been duly appointed or elected and have 
properly qualified. The members of the Local Trade 
Practice Complaints Committee shall elect their own 
Chairman. 

The Zone Trade Practice Complaints Committee and 
Local Trade Practice Complaints shall keep an accurate 
record of all complaints received and disposition made 
thereof, and make a report at least once every 30 days 
to the Executive Secretary of the Trade Practice Com- 
plaints Committee of the Code Authority, showing num- 
ber of complaints received, names of respondents, 
nature of complaints and disposition thereof. 
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The Zone Trade Practice Complaints Committee may 
act as a Local Trade Practice Complaints Committee 
if the Zone Chairman deems this expedient, in which 
case the Zone Trade Practice Complaints Committee 
shall have all the powers and perform all the duties of 
a Local Trade Practice Complaints Committee. 

The Executive Secretary of the Trade Practice Com- 
plaints Committee of the Code Authority shall 
maintain a docket, in which shall be entered all bona- 
fide complaints, date when received, nature thereof and 
disposition made. ' 

Field men employed to assist in adjusting complaints 
shall immediately forward copy of their report to the 
Zone Trade Practice Complaints Committee or Local 
Trade Practice Complaints Committee to the National 
Confectioners’ Association, as Administrative Agency 
for the Code Authority, with a notation showing the 
time devoted thereto and a copy or memorandum con- 
taining the instruction under which these duties were 
performed. 


Compliance Division of NRA to Be 
Advised of Organization 


The Compliance Division of the NRA shall be fur- 
nished with information on the local and zone trade 
practice complaints committees in order that the in- 
formation may be transmitted to the State National 
Recovery Administration Compliance Director. 


Routing and Handling of Complaints 


Complaints shall be received in the first instance by 
the Chairman of the Local Trade Practice Complaints 
Committee. If the Local Trade Practice Complaints 
Committee is unable to adjust a complaint, then the 
complaint is to be submitted to the Zone Trade Practice 
Complaints Committee. If the Chairman of the Zone 
Trade Practice Complaints Committee deems it advisa- 
ble for the proper handling of the complaint that a 
field man be delegated to perform functions which 
may tend toward the adjustment of the complaint, a 
request for such service must be submitted by the Zone 
Chairman to the National Confectioners’ Association 
as Administrative Agency for the Code Authority, 
stating specifically the necessity therefor, and the nature 
of the duties to be performed. In case of failure of 
the Zone Trade Practice Complaints Committee to ad- 
just a complaint the same must be forwarded to the 
Executive Secretary of the Trade Practice Complaints 
Committee of the Code Authority for action. If the 
Trade Practice Complaints Committee of the Code Au- 
thority is unable to secure a satisfactory disposition 
of a complaint which it believes sets forth a violation 
of the Code, it shall forward the complaint, together 
with all supporting documents and its recommendations 
to the Compliance Director of the NRA, or, if it pre- 
fers, to a State Compliance Director. 


Confidential Character of Complaints 


All complaints shall be treated confidentially. The 
name of the complainant shall not be disclosed unless 
he shall specifically consent thereto. Publicity may be 
given to the respondent’s name, the nature of the com- 
plaint and the fact that said complaint has been re- 
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ferred to the NRA by the Code Authority after an 
unadjusted case has been referred to the NRA the facts 
in a case shall not be revealed until final determination 
by the NRA. 


Participation of Committee Members 


A member of the Committee who may be financially 
interested in either complainant or respondent is dis- 
qualified from hearing evidence or passing judgment 
on a complaint. A member should act in an impartial 
capacity. 


Rights of Respondent 


Every person charged with a violation of the Code 
shall receive an explicit statement of his alleged viola- 
tion, a copy of the Code provision alleged to have been 
violated and a copy of the statement “Information for 
Persons Charged with Violation of an NRA Code,” 
and shall have an opportunity to reply to the complaint, 
appear in person before the Committee if he so desires, 
and to appeal from a decision against him to the NRA. 
The Trade Practice Complaints Committees shall act 
only as adjustment and fact-finding agencies and shall 
not be empowered to impose fines or other penalties 
or to relieve Code violators from punishment which 
may be imposed upon them by legal process. The 
function of each such Committee shall be to secure 
compliance with the Code through education and ex- 
planation and to do so, as far as possible, without gov- 
ernmental intervention. Cases of continued non-com- 
pliance, however, shall be referred to governmental 
agencies for action. To expedite the handling of com- 
plaints, the Chairman of the Zone Trade Practice Com- 
plaints Committee, with the consent and approval of 
the Executive Secretary of the Trade Practice Com- 
plaints Committee of the Code Authority, may submit 
a case of a purely local nature to the State Director for 
further efforts toward compliance or for litigation. 


Form of Complaints 


1. Complaints of Code violations shall be in writing 


and as nearly as possible shall comply with the form, 


attached hereto and marked “EXHIBIT A.” 

2. Anonymous complaints shall be acted upon at the 
discretion of the Chairman of the local Trade Practice 
Complaints Committee. 


Filing of Complaints 


The Local Trade Practice Complaints Committee 
shall be authorized to handle complaints in the first 
instance and may receive complaints from all sources, 
including the Code Authority, Chairman of the Zone 
Trade Practice Complaints Committee, the industry 
generally, and the general public. 


Complaints Improperly Filed 


Complaints not relating to the Code of the Candy 
Manufacturing Industry which may be received from 
time to time by a local Trade Practice Complaints Com- 
mittee shall be forwarded by the local Committee to 
the Code Authority Agency authorized to handle such 
complaints. If there is no such agency, or if the agency 
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receiving the complaint is in doubt, the complaint shall 
be forwarded to the proper State Director. Complaints 
relating to the Code of the Candy Manufacturing In- 
dustry, but which are of a character the particular 
local agency having received the complaint is not au- 
thorized to handle, shall be forwarded to the Execu- 
tive Secretary of the Trade Practice Complaints Com- 
mittee of the Code Authority, stating the reasons for 
such submittal. 

For instance, the latter class of cases are such where 
the respondent is located in a different locality, zone or 
region from that in which the complaint is filed. 


Acceptance or Rejection of Complaints 


All complaints which are proper ones for the Trade 
Practice Complaints Committee to handle shall be ex- 
amined for legal sufficiency. Complaints shall be re- 
jected if they are obviously from “cranks” or where, 
even if all the facts stated therein are true those facts 
do not constitute a violation of the Code. In the lat- 
ter case, the complaints shall be acknowledged and re- 
turned to the complainant with a brief explanation as 
to why it has been rejected. If it appears from the 
complaint that any provision of the Code may have 
been violated, but the complaint does not clearly state 
sufficient facts to establish a violation, the complainant 
shall be advised wherein he failed to set forth a viola- 
tion and may be requested to furnish additional in- 
formation. 

In some cases a complaint may indicate that con- 
ditions are permitted by the Code which violate the 
spirit and intent of the NIRA, or of the Code, and yet 
do not constitute a technical violation of the Code be- 
cause some provision of the Code is loosely drawn. In 
such a case an explanatory letter shall be sent to the 
complainant and to the respondent and a report shall 
be made to the Executive Secretary of the Trade Prac- 
tice Complaints Committee of the Code Authority. If 
the complaint states facts which, if true, constitute a 
violation of the Code, the complaint shall be accepted. 


Handling of Accepted Complaints 


1. All complaints shall be treated confidentially. 

2. Notice to Respondent that complaint has been 
filed. In every case where adjustment is undertaken 
the respondent shall be informed of the nature of the 
complaint and shall be issued a summons which shall ex- 
plain the part of the Code which it is claimed he is vio- 
lating with request for a statement of his position. If 
the respondent does not reply within 10 days the Trade 
Practice Complaints Committee shall immediately com- 
municate with him again to the same effect by regis- 
tered mail, enclosing a copy of the Code and the state- 
ment entitled “Information for Persons Charged with 
Violation of the NRA Code.” (Exhibit B) 

3. Where Respondent Admits Violation. If the 
respondent admits the violation alleged, but furnishes 
satisfactory evidence that he is now complying and is 
willing to comply in the future, the case may be filed 
as adjusted. 

4. Where Respondent Denies Violation. Ii the 
respondent denies the facts as alleged, or if he admits 
the facts but takes issue as to the meaning of the Code, 
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PAT I. Tare 
ELECTED N. C. A. SECRETARY-TREASURER 


THE National Confectioners’ Association announces that 
Pat J. Taft has been elected by the Executive Committee 
to serve as Secretary-Treasurer of the Association. 

As Managing Director of the Industrial Recovery Divi- 
sion, Mr. Taft has been connected with the Association for 
the past three months. He received this appointment July 
15, 1934, and will also continue in this capacity. 

The Association is the Administrative Agency of the 
Code Authority for the Candy Manufacturing Industry. 





or asserts that he is not subject to the Code, or there 
is a conflict of Codes, and if the respondent fails to 
satisfy the Trade Practice Complaints Committee that 
he is not violating a Code, he shall be invited to appear 
before the Trade Practice Complaints Committee at 
a specific time and place and state his case when such 
an interview seems expedient and likely to facilitate an 
adjustment. If no interview is held, or if after such 
an interview the case is still unadjusted and it appears 
desirable for a field man to visit the respondent, ar- 
rangements for such a visit shall be made through the 
Zone Chairman, or, in cases of local field men, through 
the Chairman of the Local Trade Practice Complaints 
Committee, by and with the consent of the Zone Chair- 
man and/or Executive Secretary of the Trade Prac- 
tice Complaints Committee of the Code Authority. In 
any case, where there is doubt as to the meaning of the 
Code or as to where the respondent is subject to the 
Code, or where there is a conflict or possible conflict 
of codes, an official ruling shall be obtained from the 
NRA through the Trade Practice Complaints Com- 
mittee of the Code Authority. 


5. Field Men’s Reports. (a) If the report of the 
field man indicates that a respondent has not violated 
any provision of the Code, the complainant shall be so 
advised by the Local Trade Practice Complaints Com- 
mittee. If no further word is received from the com- 
plainant within a reasonable time the case shall be filed 
as adjusted and the respondent so advised. 

(b) If the report of the field man indicates that the 
respondent is willing to comply and will sign a stipula- 
tion that he will cease and desist from further violation 
of the Code, the Trade Practice Complaints Committee 
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shall file the complaint as adjusted ‘provided that satis- 

factory evidence is furnished of present compliance, 

advising the complainant and respondent accordingly. 

(c) If, however, the report of the field man indicates 
that the respondent refuses to comply, or has failed 
to furnish a satisfactory explanation, the respective 
Trade Practice Complaints Committee, if it decides that 
further attempt to adjust the complaint on its part will 
be futile, shall inform the respondent of the action 
which it decides to take thereon. 

6. Right to Appear in Person. If in any case 
either the complainant or the respondent is dissatisfied, 
it shall be made clear to him that he has the right to 
appear in person before the Local Trade Practice Com- 
plaints Committee or to file a statement with the Local 
Trade Practice Complaints Committee and, if still dis- 
satisfied, to take the case up with the Administrator. If 
the respondent makes a statement before the Local 
Trade Practice Complaints Committee, a summary shall 
be immediately prepared, and be signed by the respon- 
dent, if he be so disposed. If the respondent shall 
refuse to sign the statement the fact of such refusal 
shall be duly noted in the summary. If the respondent 
shall refuse to make any statement, the fact of such 
refusal shall be duly noted in the Trade Practice Com- 
plaints Committee file on the case. The record of cases 
which may eventually reach the NRA shall be as fol- 
lows : 

(1) The original complaint. 

(2) A copy of the complaint or a digest thereof. 

(3) All previous correspondence on the case. 

(4) All original or direct evidence, including affidavits 
and all reports of field men (if any) and all find- 
ings of fact by lower Trade Practice Complaints 
Committees. 

(5) The recommendations of the Trade Practice Com- 
plaints Committee of the Code Authority and all 
other Trade Practice Complaints Committees that 
have handled the case. 

(6) Summaries of the respondent's statements before 

the Trade Practice Complaints Committees that 

have handled the case, and any written statements 
submitted by him. 

A report signed by the Executive Secretary of the 

Trade Practice Complaints Committee of the Code 

Authority setting forth: 


(a) That notice of the complaint was furnished to 
the respondent, with an explanation of his 
obligations with reference to the subject mat- 
ter of the complaint. 

(b) That a copy of the Code was furnished to 
the respondent. 


(7 


_ 


(c) 


— 


That a copy of “Information for Persons 
Charged with Violation of the Code” was 
furnished to the respondent. 

(d) A summary of the relevant facts with ref- 
erence to the violation, as found by the Trade 
Practice Complaints Committee of the Code 
Authority. 

(e) Details of any personal interviews the re- 

spondent had at the office of Trade Practice 

Complaints Committees handling the case (in 

(Turn to page 57) 
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The Candy Clinic is conducted by one of the most experienced superintendents 


in the candy industry. 


market. 


Some samples represent a bona-fide purchase in the retail 


Other samples have been submitted by manufacturers desiring this im- 


partial criticism of their candies, thus availing themselves of this valuable service 


to our subscribers. Any one of these samples may be yours. 


This series of frank 


criticisms on well-known, branded candies, together with the practical “prescrip- 
tions” of our clinical expert, are exclusive features of the M. C. 


Homemades, Cordial Cherries, 


Code 11A 34 
Chocolate Panned Assortment— 
6 oz.—10c 
(Purchased at a chain store, Chicago, 

Ill.) 
Sold in bulk. 
Chocolate— 
Colors: Light and dark; good. 
Gloss: Good. 
Panning: Good. 
Taste: Fair. 
Centers— 
Caramel: Good. 
Raisin: Good. 
Fudge: Fair. 
Peppermint Cream: Good. 
Nut Taffy: Fair. 
Jelly: Fair. 
Peanuts: Good. 
Remarks: This is a good assortment 0! 
chocolate panned goods but some of 
the centers need checking up. 


Code 11B 34 

Cherries and Cream—1 1b.—23c 

(Purchased in a drug store, Chicago 
Ill.) 

Appearance cf Package: Good. 

Box: Two-layer, full telescope, printed 
in red, blue and white. Cellophane 
wrapped. 

Appearance of Box on Opening: Bad. 

Dark Chocolate Coating— 

Gloss: Fair. 
Color: Dark. 
Strings: Fair. 
Taste: Fair. 

Center— 
Texture: Good. 
Taste: None. 

Remarks: Center had hardly any taste. 
Suggest a good cherry flavor be used 


Packing was too loose as a number 


of pieces were broken. 
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Code 11C 34 
Hallowe’en Imperials—', ]lb.—10c 
(Purchased at a chain store, Chicago, 
Ill.) 

Sold in bulk. 

Colors: Good. 

Size: Good. 

Panning: Good. 

Flavors: Good. 

Remarks: This is a good imperial and 
cheaply priced at 20c the pound. 


Code 11D 34 
Cherries in Cream—3 Pieces— 
11/10 oz.—5c 

(Purchased in a general 
York City.) 

Appearance of Package: Good; three 
cherries in a boat, printed Cellophane 
wrapper. 

Chocolate Coating: Dark; good. 

Center— ‘ 

Cream: Good. 
Cherry: Good. 
Taste: Good. 

Remarks: This is a quality 5c package 

of cherries and cream. 


Code 11E 34 
Assorted Dragees—1 1lb.—74c 
(Purchased in a department store, New 
York City.) 
Sold in bulk. 
Colors: Good. 
Panning: Good. 
Gloss: Good. 
Taste: Good. 
Center: Chocolate paste; good. 
Remarks: This is a very good eating 
dragee and well made. 


Code 11F 34 
Panned Raisins—2 0z.—5c 
(Purchased in a railroad depot, Bos- 
ton, Mass.) 
Appearance of Package: Good; raisins 


store, New 


THE 


Panned Goods 


are packed in a brown boat, Cello- 
phane wrapper with red and gold 
seal. 

Coating— 
Color: Light: good. 
Gloss: Good. 
Taste: Fair. 

Panning: Good. 

Raisins: Good. 

Remarks: This is a good eating panned 
raisin but coating has a very cheap 
taste. 


Code 11G 34 


Cordial Cherries—1%4 oz.—3 for 


10c 
(Purchased in a cigar store, New York 
City.) 
Appearance of Package: Bad. Three 


chocolate cherries in a brown boat, 
printed Cellophane wrapper. Individ- 
ually cupped. 

Coating: Dark; fair. 

Center— 

Texture: Good. 
Cherries: Good. 
Taste: Good. 

Remarks: The coating on cherries is 
entirely too thin. Two cherries had 
broken and run all over the boat. 
Unless more coating is used these 
cherries will not ride good. 


Code 11H 34 
Brabil Fudge— 20z.—5c 

(Purchased in a cigar store, Boston, 
Mass.) 

Appearance of Bar: Good; printed Cel- 
lophane wrapper. 

Size of Bar: Good. 

Color: Good. 

Texture: Good. 

Taste: Fair. 

Remarks: This is a good looking bar 
but needs more chocolate or stronger 
cocoa to give it a better chocolate 
taste. 
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Code 111 34 


Chocolate Nut Fudge Bar— 
134 0z.—5c 

(Purchased in a retail candy store, 
Boston, Mass.) 

Appearance of Bar: Good. Printed 
glassine bag used. 

Size: Good. 

Color: Good. 

Texture: Good. 

Pecans: Good. 

Taste: Fair. 

Remarks: This is a good eating home- 
made fudge but lacked chocolate 
flavor; needs more chocolate or cocoa. 


Code 11J 34 
Panned Almonds—1', 0z.—3c 

(Purchased in a general store, New 
York City.) 

Appearance of Package: Good. Printed 
boat, Cellophane wrapper. 

Colors: Good except green which was 
too green. 

Flavors: Good. 

Almonds: Good. 

Panning: Good. 

Gloss: Good. 

Remarks: This is a good 3c package of 
panned almonds at the price of 3c. 
This same package was purchased 
in Boston and sold for 5c. At 3c re- 
tail there can not be any profit in 
this package for the manufacturer o: 
the retail man. 


Code 11K 34 


Panned Coconut Squares—29c 
the Ib. 
(Purchased in a department store, New 
York City.) 
Sold in bulk. 


Colors: Good, except red which was. 


too deep. 

Panning: Good. 

Gloss: Good. 

Taste: Fair. 

Center: Dry and tasteless. 

Remarks: The quality of this piece 
is not up to standard. 





UE to limited space, it is pos- 

sible to include only a cross 
section of the goods available un- 
der the different types and classi- 
fications of candies brought to 
the Candy Clinic each month for 
examination. Partiality and dis- 
crimination play absolutely no 
part in our selections. Lesser 
known merchandise is sometimes 
given preference over merchan- 
dise that has already established 
itself favorably in the eyes of the 
consumer, and to that extent only 
can we be considered discrim- 
inatory. 

Bearing this fact in mind it is 
evident that the market holds 
many excellent confections which 
never reach the Candy Clinic for 
examination. Such being the 
case, any opinion we might ex- 
press in these columns as to the 
superiority or inferiority of any 
item analyzed, is in no sense a 
fair basis for comparison with 
any of the many other confec- 
tions of the same type which do 
not happen to be among the items 
examined at that particular time. 





Code 11L 34 
Panned Peanuts, Raisins, Choco- 
late Hard Candy, Mint 
Creams—19c Ib. 
(Purchased in a chain drug store, New 
York City.) 
Coatings: Light and dark; good for this 
priced goods. 
Centers: Good. 
Taste: Good. 
Gloss: Good. 
Remarks: This is a good mixture of 
chocolate panned goods and well 
made. 


Code 11M 34 


Chocolate Pecan Fudge—' Ib. 
13c 


(Purchased in a candy store, Boston, 
Mass. 

Fudge is packed in a regular stock box. 

Color: Good. 

Texture: Good. 

Taste: Fair. 

Remarks: Hardly any chocolate flavor 
could be tasted; needs more choco- 
late to give it a good chocolate taste. 


Code 11N 34 
Assorted Fudge—',, lb.—30c 

(Purchased in a candy store, Boston, 
Mass.) 

Sold in bulk. Stock box used. 

Vanilla nut, chocolate nut and plain 
chocolate. 

Colors: Good. 

Texture: Good. 

Taste: Fair. 

Remarks: Fudge did not have a bad 
taste, but tasted as if a milk paste 
or condensed milk was used. This 
flavor more pronounced in vanilla 
fudge. 


Code 110 34 
Milk Chocolate Assorted Fruits— 
1 Ib.—44c 
(Purchased in a candy store, New 
York City.) 
Pieces packed in a stock box, red seal. 
Chocolate Coating— 
Color: Light; good. 
Gloss: Good. 
Strings: Good. 
Taste: Good. 


Centers— 
Pineapple and Cream: Good; flavor 

fair. 
Cherries and Cream: Good; flavor 

fair. 


Strawberries: Good; flavor fair. 
Peach: Good; flavor fair. 
Orange: Poor eating piece. 
Lemon: Poor eating piece. 
Pear: Poor eating piece. 

Apple: Poor eating piece. 
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Remarks: All pieces lacked flavor; the 
lemon, pear, apple and peach were 
tasteless and poor eating pieces. Sug- 
gest good flavors be used in the 
cream to give pieces a taste. 


Code 11P 34 
Chocolate Nut Fudge—', Ilb.—30c 
(Purchased in a drug store, Boston, 
Mass.) 

Sold in bulk. 

Color: Good. 

Texture: Good. 

Taste: Good. 

Nuts: Good. 

Remarks: This is one of the best qual- 
ity fudges the Clinic has examined 
for some time. 


Code 11Q 34 


Milk Chocolate Cherries— 
yy lb.—19¢ 
(Purchased in a candy store. Boston, 
Mass.) 
Appearance of Package: Good. 
Box: One-layer, white, printed in red 
and gold. 
Appearance of Box on Opening: Good. 
Coating— 
Color: Light; good. 
Gloss: Good. 
Strings: Fair. 
Taste: Good. 
Center— 
Cream: Good. 
Cherry: Good. 
Taste: Lacked cherry taste. 
Remarks: This is a good eating cherry 
but lacked flavor; suggest a good 
cherry flavor be used in the cream. 


Code 11R 34 


Panned Chocolate Raisins— 
2 0z.— 5c 

(Purchased at a candy 

Francisco, Calif.) 
Appearance of Package: ‘:ood. Cello- 

phane bag, printed clip on top. 
Chocolate Coating— 

Color: Light; good. 

Gloss: Fair. 

Taste: Fair. 

Raisin: Good. 

Panning: Good. 
Remarks: This is a good eating choco- 

late panned raisin. 


Code 11S 34 
Bottle of Cherries—1 1lb.—$1.50 


stand, San 


stand, San 


(Purchased at a candy 
Francisco, Calif.) 

Appearance of Package: Good, differ- 
ent and attractive. 

Container: Is a bottle made from card- 
board covered with red tinfoil, gold 
foil at neck, gold and black seal. 
Bottle opens at shoulder and cher- 
ries are packed in layers. Cellophane 
wrapper. A_ different and_ well- 
planned cherry container. 

Chocolate Coating— 

Color: Dark; too dark. 

Gloss: Good. 
Strings: Good. 
Taste: Fair. (Turn to next page) 
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Eric Lehman Chats on 


Cordial Cherries, Pan Work 
and Home Mades 


ORDIAL and cream cherries 
'% as we find them today have 

not improved as a class over 
those offered in recent years during 
the decline in demand for these 
pieces. Unfortunately, the quality 
of cherry cordials has been so low- 
ered that we might well raise the 
question as to whether or not this 
class of goods is destined to con- 
tinue downward in volume of sales 
or share with other boxed candies 
the increased business which pack- 
age goods are again experiencing. 

People buy candy for the pleasing 
taste and flavor which it offers. In 
consideration of this fact, much 
more attention should be given to 
the taste and flavor of the chocolate 
cherries now being made. The 
majority of the cherries on the mar- 
ket today are lacking in good cherry 
flavor. Undoubtedly this is due in 
a large measure to the low price to 
which this class of goods has de- 
scended. Accordingly, we found 
in the clinic this month that most 
of the chocolate cherries lacked a 
desirable cherry flavor in the cream. 

Many of the centers were taste- 
less. As there is not enough flavor 
in the cherries to flavor the fondant, 
we suggest that a good cherry flavor 
be added. Surely we cannot expect 
the demand for this class of goods 
to increase appreciably until the 
flavors are improved. 

The chocolate coatings were fair 
to good, although attention should 
be given to thickness. Some were 
entirely too thin, permitting the 
pieces to become easily broken. 
Others were too thick. Gloss, string, 
and color were fair, on the whole. 
Dark chocolate predominates, but 
we find some good eating cherries in 
milk coatings. 

Of course we find some cherry 
cordials that are acceptable, and a 
few good in quality. These are not 
confined to boxed goods, either, 
since we find a few quality cherries 
in 5 and 10 cent Cellophane boats 
on retail counters here and there. 

Panned candies, particularly in 
chocolate coated items, are holding 


their own decidedly well in compari- 
son to other types of goods. From 
the standpoint of dollar value and 
tonnage, we find that pan work has 
experienced a smaller decrease in 
poundage and dollar value in the 
past two years than any other class 
of candies. The Biennial Census of 
Manufactures for 1933, just  re- 
leased, shows the volume of pan 
work produced by the industry in 
1933 to be 64,144,687 pounds, as 
compared to 64,389,846 pounds in 
1931. Dollar value in 1933 was 
$6,348,043, compared to $7,637,602 
in 1931. 

Chocolated pan work is un- 
doubtedly predominant in this class. 
We find such numbers as chocolated 
coated peanuts, nuts, mint creams, 
malted milk balls, chocolate coated 
hard candy, raisins, jellies, nut taffy, 
fudge, and caramel items. 

These are offered in bulk largely 
through department stores, variety 
stores, drug chains, and 5 and 10 
cent chains. Some, however are 
packed in Cellophane bags and 
packages and offered in display 
stands in various outlets. Other 
kinds of pan work are likewise of- 
fered in the same manner. 

High-class pan work, 
Jordan Almonds, is 
scarce, however. 

Many of the assortments of 
chocolate pan goods should be 
checked up in regard to their centers 
and coatings. The coatings are 
often cheap tasting. 

Home made candies produced by 
wholesale manufacturers vary con- 
siderably in quality, although in gen- 
eral this class of goods is fair. 
Wrapping and appearance have im- 
proved and better wrapping of the 
pieces has improved their keeping 
qualities. 

A number of chocolate fudge 
items were found to be acceptable 
in most respects, excepting for 
flavor. Many lacked flavor. We 
suggested more chocolate be used or 
stronger cocoa. One fudge was one 
of the best quality fudges we have 
examined for some time. 


such as 
decidedly 


THE MANUFACTURING CONFECTIONER 





‘ly 
ty 
10 
ire 


nd 


er 
»f- 


the 
ing 
ige 
ble 


for 
We 


one 
ave 


ER 





Center— 

Cordial: Good. 
Flavor: Good. 
Cherries: Good. 

Remarks: This is a good eating cherry 
but the chocolate coating is not up 
to the standard of this priced choco- 
lates. This package is very different 
and attractive but is highly priced 
at $1.50 the pound. Bottom layers 
were crushed. 


Code 11T 34 
Panned Malted Milk Balls— 
6 oz.—10c 
(Purchased in a chain store, Chicago, 
Ill.) 
Sold in bulk. 
Chocolate Coating— 
Color: Light; good. 
Gloss: Good. 
Panning: Good. 
Taste: Good. 
Center— 
Malted Milk Ball: Good. 
Remarks: This is a good eating piece 
of candy and well made. 


Code 11U 34 
Coconut Bon Bons—1 1b.—29c 
{Purchased in a food store; Chicago, 
Ill.) 
Sold in bulk. 
Colors: Good. 
Size: Too large. 
Gloss: Hardly any. 
Texture: Good. 
Flavors: Good. 
Center: Coconut paste. 
Color: Good. 
Texture: Good. 
Taste: Slightly rancid. 


Remarks: The centers need checking 


up as they had a rancid taste. This 
may be caused by the coconut being 
cooked too fast. 


Code 11V 34 


Chocolate Marshmallow Fudge— 
1 Ib.—29c 
(Purchased in a food store, Chicago, 
IL.) 
Sold in bulk. 
Fudge— 
Color: Good. 
Texture: Good. 
Taste: Lacked chocolate flavor. 
Remarks: Fudge lacked flavor. Suggest 
more chocolate be used or a stronger 
cocoa and some vanilla flavor. 


Code 11W 34 
Chocolate Cherries—1 1b.—39c 


(Purchased at a department store, Chi- 
cago, II.) 
Sold in bulk. 
Chocolate Coating— 
Color: Dark; good. 
Gloss: Fair. 
Taste: Fair. 
Center— 
Fondant: Good. 
Cherry: Good. 
Flavor: Hardly any could be tasted. 
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Remarks: Suggest a cherry flavor be 
used in fondant to give piece some 
flavor. 


Code 11X 34 


Cherry and Pineapple Cordials— 
1 Ib—60c 

(Purchased in a candy store, Chicago, 
Ill.) 

Sold in bulk. 

Coatings— 

Colors: Dark and light; good. 
Colors: Good. 

Gloss: Fair. 

Taste: Good. 

Cordials: Good. 

Pineapple: Good. 

Strawberry: Good. 

Cherry: Good. 

Remarks: These are good eating cordial 
fruits but lacked flavors. Suggest a 
good flavor be used in each of the 
cordials. 


Code 11Y 34 

Licorice Pastilles—6 oz.—10c 

(Purchased at a chain store, Chicago, 
Ill.) 

Sold in bulk. 

Colors: Good. 

Gloss: Good. 

Panning: Good. 

Center: Good. 

Taste: Good. 

Remarks: This is a good eating licorice 
piece but is high priced at 6 ozs. for 
10c. 





TRADE MARKS 
for 
Registration 


THe following list of trade-marks 

published in the Patent Office 
Gazette for the past month, prior to 
registration, is reported to The Man- 
ufacturing Con aoe + Publishing 
Co., by Mason, Fenwick & Lawrence, 
Patent and Trade-Mark Lawyers, 
poe Building, Washington, 





Manufacturers and dealers in can- 
dies, confectionery and baking me free 
ucts who feel that they wo 
damaged by the registration of any 
of these marks are permitted by law 
to file within thirty days after pub- 
lication of the marks a formal notice 
of opposition. 





MILD & MELLOW, HERSHEY’S, 
and color combination, confectionery, 
namely, chocolate. Use claimed since 
April 26, 1933, by Hershey Chocolate 
Corp., Hershey, Pa. 

BASSETT’S and design, liquorice 
confectionery. Use claimed since 1900 
by Geo. Bassett & Co., Ltd., Sheffield, 
England. 

Picture of squirrel, peanuts, salted 
peanuts, salted pecans, salted mixed 
nuts, nut candies, nut caramels, peanut 
bars, peanut taffy, butterscotch candy. 
Use claimed since Nov. 1, 1888, by 
Squirrel Brand Co., Cambridge, Mass. 


SKY TOP and airplane design, 
candy. Use claimed since Dec. 27, 
1933, by The Great Atlantic & Pacific 
Tea Co., New York, N. Y. 

BATTER-UP!, candy. Use claimed 
since April 2, 1934, by Paul F. Beich 
Co., Bloomington, Ill. 

MAZZINI, cocoa, preserved maras- 
chino cherries. Use claimed since Jan. 
28, 1933, by Joseph Di Santo, doing 
business as Di Santo & Co., Duluth, 
Minn. 

SCRAM, chewing gum. Use claimed 
since June 8, 1934, by National Chicle 
Co., Cambridge, Mass. : 

SHER-BE-TEX, stabilizers for sher- 
bets and frozen confections. Use 
claimed since May 10, 1933, by Simp- 
son Bros. Products Co., Fort Worth, 
Tex. 

CHECK - O- BERRY, wintergreen- 
flavored hard candy. Use claimed 
since March 6, 1934, by Life Savers, 
Inc., Port Chester, N. Y. 

B R BANANA ROYAL, frozen 
confection. Use claimed since April 
15, 1934, by Jerry P. Walters, Garfield, 

J. 


N. 

FIGARETTES, candy. Use claimed 
since June 15, 1934, by Thomas K. 
Faulkner, Springfield, Mo. 

PLANTERS and Mr. Peanut, salted 
peanuts. Use claimed since Nov. 15, 
1933, by Planters Nut & Chocolate Co., 
Wilkes-Barre, Pa. 

JEAN’S, devil’s food mix, ginger- 
bread, muffin and waffle mix, fudge 
icing and Scotch icing. Use claimed 
since July 1, 1934, by Jean, Inc., New- 


JUNKET, ice cream cones. Use 
claimed since July 27, 1934, by Chr. 
Hansen's Laboratory, Inc., Little Falls, 


N. Y. 

ESKO-ROLL, frozen confections. 
Use claimed since Jan. 15, 1934, by 
Eskimo Pie Corp., New York, N. Y. 

PENN WYNNE, candies. Use 
claimed since June 19, 1933, by Stephen 
F. Whitman & Son, Inc., Philadelphia, 
Pa. 

BAKERY-TEX, powdered skimmed 
milk for use by bakers, confectioners 
and ice cream manufacturers. Use 
claimed since July 16, 1934, by M & R 
Dietetic Laboratories, Inc., Columbus, 
Ohio. 

MARSHALL and seal design, choco- 
late, cocoa, cake and pastry flour, 
salted peanuts, almond meats, pecan 
meats, etc. Use claimed since Dec. 11, 
1919, by Western Grocer Co., doing 
business as Marshall Canning Co.. 
Marshalltown, lowa. 

SWEET PAL, package candies. Use 
claimed since July 17, 1934, by Carl 
Stanley Conrad, New York, N. Y. 

STREAMLINE, candy. Use claimed 
since Aug. 15, 1934, by D. Goldenberg, 
Inc., Philadelphia, Pa. 

NOT-SO-SWEET, chocolate. Use 
claimed since Jan. 4, 1934, by Hershey 
Chocolate Corp., Hershey, Pa. 

GINGY, prepared cake flour. Use 
claimed since Aug. 25, 1934, by Richard 
C. Jackman, Lawrence, Kans. 

HUFF AND PUFF, candy. Use 
claimed since Feb. 1, 1934, by M. J. 
Holloway & Co., Chicago, III. 

EASTLAND FARMS and arrow 
design, cream and ice cream mix. Use 
claimed since June 18, 1934, by John 
Van Winklen, doing business as East- 
land Farms, Malden, Mass. 

PARCHO, parched corn confection. 
Use claimed since March 1, 1934, by 
George O. Erickson, doing business as 
Tortos Mfg. Co., Denver, Colo. 
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Monthly Digest of 
CURRENT TECHNICAL LITERATURE 


Vitamins in Dried Yeast 
U.S. Department of Agriculture, 
Clip Sheet 832. 

CONFECTIONS made with dried yeast have re- 
ceived an unexpected boost from the Federal Depart- 
ment of Agriculture. It has been contended that these 
preparations possessed little or none of the vitamin B 
efficiency of fresh, that is, live yeast. Department 
investigators have just discovered, however, that the 
vitamin B response is actually increased by the drying 
process. You're welcome, Mr. Green. 





Dry Sugar Refining 


Dr. Wiesner, Ind. & Eng. Chem., 
News Edition, 12, 9, p. 176. 





AN important advance in the art of sugar refining is 
described by Dr. Wiesner of Czechoslovakia. The new 
method eliminates the many wash liquors ordinarily 
employed and effects substantial savings of fuel. The 
sugar is cleansed with dense liquors. 


Florida Grapefruit Oil 
E:. K. Nelson and H. H. Mottern, 
Ind. & Eng. Chem., 26, 6, pp. 634-7. 
RECOVERY of grapefruit oil and the preparation 
of terpeneless grapefruit oil from the waste peel of 
the Florida grapefruit industry are described. The 
admixture of valuable flavoring aldehydes and esters 
found in this oil should place it in the class with 
orange and lemon oil as a flavoring oil. 


Pectin and Its Uses 





J. H. Frylender, Rev. prod. chim., 
36, 545-9, 577-82 (1933). 


| ID 
dirt 4 | 


wil 





A REVIEW of the constitution, properties, methods 
of determining, preparation, and uses of fruit pectin. 
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Bibliography of Information on 
Air-Conditioning 


Ta U. S. Bureau of Foreign and 
in | Domestic Commerce. 





A 46-PAGE mimeographed bibliography covering 
air-conditioning, humidification, dehumidification, in- 
sulation, refrigeration, and ventilation, compiled from 
governmental and non-governmental sources, particu- 
larly material published in 1933 and early 1934. 


Evaluation and Determination 
of Tragacanth 
Hans Schmalfuss and Hans 
Werner, Z. Untersuch, Lebensm. 
67, 287-97 (1934). 

GUM tragacanth may be determined and its adultera- 
tion recognized by settling tests. The gum is sus- 
pended in strong salt solutions (sodium chloride). The 
settling action depends upon the traganthin. 


The Effect of the Wrapping Material 
on the Fat of Fatty Foods 


W. L. Davies. J. Soc. Chem. 
Ind., 53, 148-51T (1934). 





TO preserve the fat of fatty foods wrapped in 
cellophane, it is on the whole the depth of color and 
not the actual color which is of importance. With the 
use of translucent material thin vegetable parchment 
did not allow active rays to diffuse through, while 
with greaseproof paper there was definite evidence of 
transmission of the active rays. Transparent paper 
wrappings were almost completely transparent to the 
active rays. Waxpaper, while opaque to the active 
rays, in contact with fatty foods releases volatile prod- 
ucts from its own oxidation, initiating auto-oxidation 
of the fat in the wrapped food. 
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Determining Glucose in Sirups 
and Beverages 


aliment, 9, 9, 103-4 (1934). 





CONTRARY to the results of previous investiga- 
tors, it has been found that dextrine can be determined 
by precipitation with absolute or 95% alcohol. 





Beta Lactose 
George C. Supplee and George E. 
Flanigan. U. S. 1,954,602, April 10. 

A NEW method is described for preparing the beta 
form of milk sugar. (Rapid strides have been made 
in the development of milk sugar candies and chocolates 
in Europe, more especially in Italy.) With the in- 
creasing trend toward dairy products in this country, 
this new sugar may be expected to play an important 
part in the future of the confectionery industry. 





Fundamentals of the Strength Test 
for Fruit Juices 


B. Alberti and B. Rossmann. Z. 


HIN i lis Untersuch. lebensm. 67, 180-7 


AY HH 
| (1934). 


Mill |! ill 





THE effect of dilution on the odor and taste of 
raspberry juice and sirup is quantitatively studied. 


A Survey of Walnut Position in England, 


1932 


J.B. Hamond. East Malling Re- 
search Stat., 20th Ann. Rept. 1932, 
73-8 (1933). 


RICH flavored walnuts that remained plump on 
storage contained approximately 50% or more of oil: 
nuts that contained approximately 30 to 40% oil were 
insipid in flavor and shriveled considerably during 
storage. 


A Study of the Chemical Composition 
of the Chufa Nut 






{ Par it 
rv . M. G. Ruitikov. Schriften sen- 
tral Forschungsinst Lebensmittel- 

chem (U.S.S.R.) 4, 136-44 (1933). 





THE chufa nut, or earth almond, is fairly rich in 
oil, starch, and water soluble carbohydrates; its edible 
oil has an excellent flavor. If the technical difficulty 
of efficient separation of shells and kernels at low cost 
can be solved, the chufa nut will provide a good but 
cheap substitute for the more expensive nuts in con- 
fections in baked goods. 


Chewing Gum 
Frank A. Garbutt. U.S. 1,953,295. 
THIS patent describes various details of apparatus 
and operations for the manufacture of chewing gum. 
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Agar Production and Uses 


v. S. Gryuner. Isvestiya Tsent 
fal Nauch.-Issledovatel Inst. Pishche 
voi Uskovoi Prom. Seperate, 1931, 
24 pages. 

A SUMMARY of the composition and properties 
of agar is given, and the production methods are de- 
scribed as practiced in Japan and in America. 

The production of agar in Russia is proposed. 


Determination of Coumarin in Plant 
Material 


Ira J. Duncan and R. B. Dust- 
man. Ind. Eng. Chem., Anal. Ed., 
6, 210-13 (1934). 





THIS is a discussion of a method of removing all 
the coumarin from sweet clover. About 95% of the 
total coumarin is obtained. Coumarin is employed in 
various confectionery applications as a modifier of 
vanillin. 

Commercial Sugar and Observations 


On Its Use 
W. Rossee. Deut. Zucherind, 53, 
240-1 (1934). 
A DISCUSSION of the impurities which affect the 
clarity of commercial sucrose solutions, and the ten- 
dency of sucrose to crystallize from preserves. 





Making Lecithin from Soy Beans 


A. N. Lebedev and V. S. Gryuner. 
Schriften sentral. Forschungsinst. 
Lebenschmittelchem. (U.S.S.R.) 4, 
118-35 (1933). 


ai NEW “biethed of lecithin production by the ex- 
traction and purification of the oil from the bean, and 
blending with cacoa butter to make a finished lecithin 
product. This preparation compares favorably with 
American lecithin preparations in its effect upon the 
viscosity of chocolate. 


Beta-h-Fructosidase (Invertase) 


R. Weidenhagen. Z. Ver. deut. 
Zucker Ind., 83, 376-89 (1933). 


ENZYME invertase, widely used in the preparation 
of cream goods and cordials, has been prepared in 
concentrations 1,000 times as active as the original 
yeast. Irisin, like the inulin produced from the Jeru- 
salem artichoke, has been quantitatively converted into 
levulose (fruit sugar) by the use of this enzyme. 





Spectrometric Detection of Biacetyl 


Herm. Mohier and Felix Almasy. 
Z anal. Chem., 96, 399-400 (1934). 


BIACETYL may be detected by taking advantage 
of its special absorption power in the visible and ultra- 
violet fields. This substance is coming into increasing 
use in this country as an imitation butter flavor for 
confections, chocolates, etc. 
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Felton Chemical Co. Opens Branch 
Offices in Philadelphia 

FELTON CHEMICAL COMPANY, INC., has 
opened a branch in Philadelphia, located at 200 South 
12th Street. The Philadelphia branch will be in charge 
of Mr. H. F. Dressel, who, up to the present, has 
been connected with Felton’s New York sales organ- 
ization. 


Frank Byrne of Monsanto Chemical Co. 
Chosen for Salesmen’s Assn. Board 


FRANK BYRNE, representative of the Monsanto 
Chemical Company, St. Louis, Mo., prominent man- 
ufacturers of Vanillin, Coumarin, and other products 
used by candy manufacturers, has been slated to mem- 
bership on the Executive Board of the Salesmen’s 
Association of the American Chemica! Industry. 


Fries & Bro. Makes Change in Sales Policy 
—Appoint Ross & Rowe Sales 
Distributors of Their Well- 
Known Flavor Line 


DR. HAROLD FRIES, of Fries & Bro., New 
York, and Alex. Fries & Bro., Inc., Cincinnati, an- 
nounce an important change in their sales policy by 
appointment of Ross & Rowe, Inc., New York, sole 
distributors of their complete line of flavors for United 
States and Canada. 

“This change in our sales policy,” said Dr. Fries, 
“gives users of Fries 1854 Flavors the advantage and 


assistance of a trained techincal staff of practical candy 


men.” 
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Fries Flavors have been on the market for over 
eighty years. The company today is enjoying a world- 
wide business. 

“It has been a tradition,” continued Dr. Fries, “in 
our family, never to make Fries Flavors down to a 
price but rather to make only one standard of prod- 
uct, namely, the best that we could produce. 

“We know flavors and how to make them right, 
but we realize that there is more than this required 
of us if our customers are to obtain the best results 
with the flavors. This is why we made the change in 
our sales policy and are entrusting our sales to a 
trained technical organization such as Ross & Rowe. 

“Ross & Rowe’s service organization is composed 
of practical men who go right out into the plant, giv- 
ing the manufacturer the benefit of their experience 
and knowledge. This we believe will react most 
favorably all around. These men know flavors and 
how to use them to the best advantage,” Dr. Fries 
told The MANUFACTURING CONFECTIONER. 


Fifth Packaging Exposition Set for March 
5-8, 1935, in Chicago 

THE Fifth Packaging Exposition will be held at the 

Palmer House, Chicago, March 5 to 8, 1935, it is an- 

nounced by Alvin E. Dodd, executive vice-president 

of the American Management Association, sponsors 

of the exposition. Concurrent with the exposition 


there will be held the American Management Associa- 
tion’s Consumer Marketing Conference, together with 
the Conferences and Clinics on Packaging, Packing 
and Shipping. These have proven of great interest to 
candy manufacturers. 

The Second Packaging Exposition was held in Chi- 
cago in 1932. 


ECHOES FROM 
OLYMPIA 

Reports from the big trade 
exhibition held at Olympia, 
England, last month, indicat- 
ed very strongly that the af- 
fair was not only very preten- 
tious in proportion but suc- 
cessful in results. 

This was the seventh affair 
staged by the Manufacturing 
Confectioners’ Alliance. The 
exhibition this year certainly 
bids fair to greater advance- 
ment in the confectionery in- 
dustry in the British Isles. 

We are reproducing here, 
two views of the booths of 
the British representatives of 
The Nulomoline Company of 
New York. The Nulomoline 
Company reports very satis- 
factory —, from the ex- 

hibit. 
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The Fourth Irwin D. Wolf Award Competition 
will be held in conjunction with the exposition. In 
addition, the American Management Association an- 
nounces that plans now are in formulation for a series 
of new awards in packaging, packing and shipping. 

Roberts Everett Associates, Inc., will again man- 
age the exposition. 

Corn Products Offers Consumers “Dyno” 

THE new sugar of Corn Products Refining Com- 
pany being marketed to consumers for table use under 
the trade name “Dyno” is a double refined crystalline 
dextrose monohydrate of great purity. This is the 
first time that the pure sugar dextrose, with its many 
individual properties, has been placed within reach 
of consumers generally as a household staple. 


American Lecithin Concentrates Offices at 
Elmhurst, L. I., New York 


ACTIVITIES of the American Lecithin Corpora- 
tion, Atlanta, Ga., are now being concentrated at their 
office in Elmhurst, L. I., New York. The firm has 
announced that after November 1 all future cor- 
respondence should be addressed to that point. 





Stroud Jordan Laboratories Issue First 
Confidential Report 


THE Stroud Jordan Laboratories, of New York 
City, has issued Volume 1, Number 1, of their four- 
page “Confidential Reports,” containing various types 
of technical and general information. The November 
report was sent to a special list of confectioners and 
general food manufacturers. 


Carrier Offers New Cold Diffuser 
CARRIER ENGINEERING CORP., Newark, N. 
]., has announced an important addition to its line of 
Cold Diffusers for cold storage refrigeration, known as 
the 15-L. Series Cold Diffuser, having a capacity of 
from 1 to 30 tons according to type of application. 


Second Annual Meeting of Packaging 
Machinery Manufacturers’ 
Institute Held 


THE Second Annual Meeting of the Packaging 
Machinery Manufacturers Institute, Inc., together with 
a meeting of the Industry and Trade, was held at the 
Edgewater Beach Hotel, Chicago, Ill., on October 12 
and 13. The following directors were elected: 

For three years: Kendall D. Doble, Vice-Pres., 
Pneumatic Scale Corporation, Ltd., Quincy, Mass.; 
C. E. Schaeffer, Sales Manager, Stokes & Smith Com- 
pany, Philadelphia, Penn.; Wallace D. Kimball, Vice- 
Pres. and Gen. Mgr., Standard-Knapp Corp., Long 
Island City, N. Y. 

The members of the Board of Directors who remain 
in office are: For two years—H. H. Leonard, Vice- 
Pres. and Gen. Mgr., Consolidated Packaging Machin- 
ery Corp., Buffalo, N. Y.; H. K. Becker, Vice-Pres. 
and Gen. Mgr., Peters Machinery Co., Chicago, II. ; 
Roger L. Putnam, Pres., Package Machinery Co., 
Springfield, Mass. 
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View of the packing department of the Shotwell Manu- 
facturing Company, Chicago, which has recently increased 
its production capacity with machinery for packaging, in- 
stalled by the Johnson Automatic Sealer Company, Ltd., 
of Battle Creek, Mich. Photo shows transparent cellulose 
wrapping machines which take open cartons of Puritan 
Marshmallows and wrap them ready for shipping. Mois- 
ture-proof cellulose is used to insure freshness of the 

product. 
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For one year: A. G. Hatch, Gen. Mgr.. M. D. 
Knowlton Co., Rochester, N. Y.; G. Prescott Fuller. 
Dexter Folder Co., New York City; Morehead Pat- 
terson, Vice-Pres., American Machine & Foundry Co., 
New York City. 

Subsequently, the Board of Directors re-elected the 
following officers : 

President—H. H. Leonard; Vice-Pres——H. Kirke 
Becker ; Vice-Pres.—R. L. Putnam. 

In addition, the following Vice-Presidents in Charge 
of Divisions, were re-elected by the Board: 

Kendall D. Doble, Vice-President in Charge of Dry 
Filling, Sealing, Cartoning, Lining and Wrapping 
Machinery Division. 

G. Prescott Fuller, Vice-President in Charge of 
Wire Stitching Division. 

J. L. Whitehurst, Pres., Burt Machine Co., Vice- 
President in Charge of Can Labeling and Can Casing 
Machinery Division. 

J. S. Stokes, Pres., Stokes & Smith Co., Vice-Presi- 
dent in Charge of Paper Box Machinery Division. 

E. A. Metz, Vice-Pres. and Gen. Mgr., F. X. Hoo- 
per Co., Inc., Vice-President in Charge of Corrugated 
and Fibre Box Machinery Division. 

E. E. Finch, Vice-Pres. and Gen. Mgr., Karl Kiefer 
Machine Co., Vice-President in Charge of Liquid Fill- 
ing, Capping and Labeling Machinery Division. 

Helen L. Stratton, of 342 Madison Avenue, New 
York City, was elected Sec.-Treas. 

Members of the Code Authorities of the respective 
industries were present and reported on the adminis- 
tration and enforcement of the Packaging Machinery 
Industry and Trade code, and supplementary codes for 
the Paper Box Machinery Industry and Trade, and 
Can Labeling and Can Casing Industry and Trade. 


THE MANUFACTURING CONFECTIONER 








< 


7 


rf 


Oo 
ig 





” CONTINUOUS 
SUGAR COOKER 


“The ttandella” § 








TheB-P HansellaCon- 
tinuous Sugar Cooker, 
in operation at F & F 
Laboratories, Omaha, 
Nebraska 





THE DRIEST POSSIBLE BATCH 
And the Handiest Cooker Ever Built 


FEATURES 
1 The only strictly Continuous Vacuum Cooker. 


2 Vacuum at the discharge end of the cooking coil is not broken 
when changing from one bowl to the other. Therefore every drop 
of syrup has had the moisture flashed away in 2 vacuum and a 
uniformly dry batch is obtained. 


3 The handiest cooker ever built. The operator stands at the front 
of the machine where he receives the batches from either bowl 
and is conveniently within reach of the controls. 


If you are interested in a better product, and a surer way to get it consider B-P Equipment 
BAKER PERKINS COMPANY, Inc. SAGINAW, MICHIGAN AND PRINCIPAL crTrEs 


NEW YORK SALES OFFICE, 250 PARK AVENUE 


Baker Perkins 


SOLE AMERICAN AGENTS AND BUILDERS OF HANSELLA MACHINERY 
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Salesmen’s Slants . . . 


News and Personals from the Men on the Road 
A Monthly Feature by Franklin, Trager, Hoffmann 


C. RAY FRANKLIN, Speaking from Kansas City 


Co., St. Louis, Mo., manufacturers of a line of 
quality candies for the jobbers, is the following 
—which I think is good for anyone to know. 

“The surest way to get somewhere is to know where 
you are going. The majority of people would far 
sooner look impressive than be wise.” 

$*a * 


Ray Olmstead, who represents the Williamson Candy 
Co. in the Middle West contends he wrote the follow- 
ing lines (but it has been hard for him to convince his 
friends). As for me, I don’t know what to think. 
Here they are: 

“There was a girl named Passion; 
I asked her for a date; 
I took her out to dinner ; 
My gosh, how Passionate !” 
1K ok K 


O* the wall in the office of the Jack Rabbit Candy 


Otto Kuehl, who represents the Meadowbrook Candy 
Co., Moline, Ill., makers of quite a line of specialties 
for the jobbing trade, said the following article appeared 
in his home-town paper under the personal column a 
few weeks ago: 

“Miss Kate Simpkins hitch-hiked home from the city 
yesterday. She says she was picked up several times, 
but most of the drivers didn’t go far enough.” 

* * x 


Laub’s Home Made Candies, Chicago, have entered , 


the Middle West with their Pecan Dream Bar, a very 
fine bar of unusual quality. They are contacting the 
jobbers throughout the territory exclusively. 

3K * * 

I wish to correct the statement I made in the October 
issue with reference to A. Hamilton. Mr. Hamilton is 
not now, nor was he at the time I wrote the article, 
connected with the Illinois Candy Co., of Chicago. Mr. 
Laurence E. Goulet is the Salesmanager of the Illinois 
Candy Co. 

oe ok * 

The weather turned off warm since the first of Octo- 
ber, with the result that the jobbers are loaded with 
goods that are not moving and business has been at a 
standstill throughout the Southwest for the past few 
weeks. It is the consensus of opinion that as soon as 
the weather gets cool that the retailers will again be 
on the market for goods, which we all are in hopes 
of. The above condition seems to prevail throughout 
the entire Middle West. 

* ok tK 

The Kraft people are running a campaign in Kansas 

City and St. Louis on their nickel cream caramel pack- 
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C. Ray Franklin 
Kansas City, Mo. 


age. They are doing detail work through the jobbers 
with a crew of detail salesmen. From all reports I 
can get, they are getting a good distribution in the re- 
tail stores in both cities. 


* 


The John G. Woodward & Co., Inc., Council Bluffs, 
lowa, makers of quality candy, have put a new bar on 
the market called Fate. It is a very delicious bar with a 
malted milk crystal in the coating and the center is a 
new idea. They report a very satisfactory sale on the 
same. 


* * 2 


Mr. Harry Sifers, manager of the Sifers Candy Co., 
Kansas City, Mo., manufacturer, took the writer to 
lunch a few days ago. After waiting an exceedingly 
long time for the meal, it finally arrived. Upon in- 
specting it, Harry called to the waiter, “Say, waiter, 
call the manager, | can’t eat this terrible stuff!” “Sorry, 
sir,’ replied the waiter, “ain’t no use of calling him, 
he won’t eat it either!” 


* 


I understand Bob Hoeffler, of the Roberts Candy 
Co., Chicago, plays a good game of golf, and plays 
whenever he is not too busy making prize rolls. A mu- 
tual friend of ours told me the following: 

Bob and the friend dated for a golf match. Upon 
arriving at the club house Bob called for a boy. 

“Say, boy, do you know how to caddy?” inquired 
Bob. 

“Yes, sir!” replied the boy. 

“All right, how much is seven and five and four?” 

“Twelve,” quickly replied the boy. 

“Fine. You'll do. You're hired!’ announced Bob. 
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Dave Trager 
Sales Representative, 
Detroit, Michigan 








DAVE TRAGER, Broker, Speaking from Detroit, Mich. 


took a decided slump in the month of October, 

as compared to the month of September. Most all 
automobile plants in this state worked on a skeleton 
production schedule due to the fact they were getting 
ready with their 1935 models. It is of course better 
for business as a whole to have the auto plants slow 
down in October and then to rehire early in November. 
In that way Christmas business is not affected as much 
as if the slow-down occurred late in November and 
lasted through to December. 

Among the candy manufacturers’ executives who 
visited the city of Detroit recently were H. J. Glick- 
man and H. S. Martin, of Queen Anne Candy Co., 
Hammond, Ind.; Otto Weber, of E. H. Edwards Co., 
Chicago; H. J. Landherr, of Gum Inc., Philadelphia, 
Pa.; R. Bryerly, of Bradley Smith Co., New Haven, 
Conn. 

Charles Kapplinger, one of Saginaw, Michigan’s 
leading confectionery jobbers, recently had a manufac- 
turer’s representative call on him and _this is the story 
as told to the scribe. Charley told the knight of the 
grip that the only thing he was interested in was some 
“rushin’ business.” The knight started for the door 
and Charley asked, “Where are you going?” Where- 
upon the knight said, “Down the street to see if I can 
get a couple of Russians to buy some candy from 
you !” 

The Southwestern Michigan Confectioners’ Jobbing 
Association held one of their regular weekly meetings 
on Monday, October 29. Many important matters were 
taken up and discussions were held that were of in- 
terest to all members. This association as stated in a 
previous issue is one of the outstanding jobber or- 
ganizations in this part of the country. 

The Amster Kirtz Cigar Co., whose headquarters 
are in Cleveland, Ohio, has opened a branch in the 
city of Toledo, Ohio; this being the fourth branch this 
firm has opened in the past few years. Manufacturers 
representatives that know Harry and Max Kirtz wish 
them well in their new field. 

Scotty Dunlop, who is Luden’s representative in 
Ohio and Michigan, recently moved his family back 
to Findley, Ohio, from Detroit, Mich. Some of the 
boys feel that Scotty could not hear the roosters crow 
when he woke up in the morning in Detroit, therefore 
Scotty got lonesome for the old home town. 

The Muskegon Candy Corp., of Muskegon, Mich., 
and the B. & G. Candy Co., of Detroit, Mich., two of 


(Turn to page 56) 


GS took of confectionery in the State of Michigan 
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TAKING 
THE 


LEAD 


in candy sales requires more than 
just offering something new, some- 
thing unique or in a pretty package. 

You must know how to put quality 
and retained freshness into your goods 
—and that is where the Nulomoline 
Service Department can help you with 


PRACTICAL 
INFORMATION 


on most any type of candy. Just tell us what kind 
of candy you wish to make and we will send you 
formulas and working instructions which will guide 
you in producing candies that are outstanding in 
appearance and eating quality—candies that retain 
their freshness. That is the keynote of quality. 


Avail yourself of the knowledge and 
experience of our Technical Staff. 
They have combined science and 
practice with a clear understand- 
ing of the candy makers problems. 





Nulomoline enters into the composition of prac- 
tically all types of candy — providing the means 
of controlling graining, drying and fermentation. 
There is no substitute for Quality — Usk NuLoMoLine. 


THE NULOMOLINE CO. 


109-111 Wall Street YW 


New York 


Western Office: 333 No. Michigan Ave., Chicago, Ill. 
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Australian Manufacturers 
Honor This Publication 


Deer Editor: 


Many thanks for vour letter of 
the 30th of June, which strangely 
enough arrived the same day as 
the Golf Cup was purchased, so 
the wording you suggested was 
inscribed on it. 

This, and the “Charlie Dew 
Memorial Cup” were played for 
at Portsea on the 22nd of this 
month, the Chicago “Manufac- 
turing Confectioner” Cup being 
won by Mr. G. Watson of 373 
Queen Street, Melbourne, who 
has asked me to convey to you 
his expressions of appreciation. 

At the presentation of prizes I 
was requested to write and con- 
vey to you and the Chicago man- 
ufacturers the very best wishes of 
those in the trade in Victoria, and 
to assure them of a very cordial 
welcome should any of them at 
any time decide to visit ‘this part 
of the world. 

Cordially yours, 

C. V. Olding, Manager, 
Life Savers, Ltd., Sydney, 
N. S. W., Australia. 


ok 


Editor's Note— 

The trophy to which Mr. Olding 
refers above was presented by him 
in honor of THE MANUFACTURING 
CONFECTIONER at a golf tournament 
among Australian candy manufac- 
turers, following Mr. Olding’s re- 
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Questions addressed to this department will be 
answered by us from month to month. Readers 
% are invited to make this a forum for informal % 
discussion of subjects of general interest to the 
candy industry.—The Editor. 





cent return from a trip to America, 
when he visited the offices of this 
publication in Chicago and New 
York. 


Formula Problems 


Dear Editor: 


Can you furnish me formula 
and best method of making New- 
port creams? This is the grained 
sugar summer piece which is cut 
on a lump machine or buttercup 
cutter and crystallized. My for- 
mula is as follows: 

20 lbs. sugar, 3 level teaspoon- 
fuls cream of tartar. Cook to 
280°. Allow to get quite cool 
before handling. Pull in 4 oz. 
glycerine and flavor on hook. 
When cut, sprinkle with pow- 
dered sugar to prevent sticking. 
When grained, brush off the 
sugar and place in cool crystal 
over night. 

My trouble is that these goods 
spot badly in the crystal and they 
do not take a good crystal. I 
cook the crystal to 334° on syrup 
gauge. All this type of sugar 
goods gets lumpy when cooled to 
the point where it won't grain 
while handling. Raising the cook 
to 300° or 310° would take care 
of that feature but I am afraid 
the goods would not mellow to a 
creamy consistency when crystal- 
lized. 

This is a very popular summer 
piece in most sections and I would 
like to make them as nice as is 


THE 





possible. Do you think a hot 
crystal (160°) would be better 
for this class of goods? If so, 
how long should it remain on the 
goods? 

“Can you furnish me with an 
A-1 formula for Lady caramels, 
made with sweet dairy cream and 
evaporated milk? As you know 
this is a semi-grained caramel 
that will stand up well in hot 
weather unwrapped.”—Michigan. 
Reply— 

You have the right formula for 
making this item. They are difficult 
to make and it may be that you 
haven’t made them often enough, as 
we all know that sometimes this 
makes a difference in our results. 

Newport creams will get spotty 
after a time and some of the best 
superintendents tell us that you can't 
avoid their drying out either, after 
a time. 

Regarding a formula for making 
Lady caramels, we suggest the fol- 
lowing : 


12 pounds sugar 

8 pounds corn syrup 

2% gallons of 20% cream 
1% pounds of cocoa butter 


6 sheets of gelatine soaked until 
soft. 


Cook batch all together to about 
the first crack, then squeeze the 
water out of your gelatine and stir 
into batch. Then start and grain 
off with about four or five pounds - 
of bon bon creme. When the grain 
is started, pour out on slab and 
handle as you would ordinarily. 

We shall be glad to learn as to 
the success you have with these sug- 
gestions. 


Penicillium Glaucum Link 


Concerning an inquiry in re- 
gard to the elimination of Pen- 
icillium Glaucum Link on walls, 
platforms and wooden cases. 
Reply— 

Penicillium Glaucum Link, or 
green mould, forms as a result of 
dampness. Obviously the _ first 
thing to do is try to eliminate this 
damp condition. If you can over- 
come this all the better. 


Sodium Hypochlorite would not 
be particularly effective in combat- 
ing this mould and certainly the use 
of phenol should be avoided as this 
will impart an odor to your candies. 
The best thing to do is scrape off 
the fungus and then paint the walls 
of your basement with freshly 
flaked lime. 
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Day 
of 
Month 


11th Month 
30 Days 


Day 
of 
Week 





November 


{4 Saturdays 
14 Sundays 


EVENTS 





20 


22 


24 








29 


a 


Th 


Tu 


Sa 


Tu 


Th 


Tu 


Th 


Sa 


Th 











Weekly meeting Westchester County Candy Job- 
bers’ Assn., Jewish Community Centre, Yonkers, 
N. Y¥.—Monthly meeting Cincinnati Candy Job- 
bers’ Assn., Grand Hotel, Cincinnati —Weekly 
meeting Keystone Jobbing Assn., Chamber of 
Commerce Bldg., Scranton, Penn. (Weekly, 7:30 
p. m.) 


Weekly meeting Utah Manufacturers’ Assn. (each 
Friday), Salt Lake City, Utah.—Monthly meet- 
ing Falls Cities Confectioners’ Club, Louisville, 
Kentucky. 


Monthly meeting Central N. Y. Candy Jobbers, 
Hotel Syracuse, N. Y.—Chicago Candy Club bi- 
monthly meeting Maryland Hotel, Chicago. 


Election Day. 


Monthly meeting Retailers Confectioners’ Assn. of 
Philadelphia, Inc., Turngemeinde Hall, 1706 
North Broad St., Philadelphia.—Weekly meeting 
(every Wednesday evening) Merrimac Valley 
Wholesale Candy Jobbers’ Assn., Y. M. C. A., 
Lawrence, Mass.—Weekly meeting Colorado Con- 
fectioners’ Association, Chamber of Commerce, 
Denver (every Wednesday).—Monthly meeting 
Southern N. E. Wholesale Confectioners’ Assn., 
Inc., Remington Hall, A., Fall River, 
Mass.—Monthly meeting Manufacturing Confec- 
tioners of Baltimore, Hotel Emmerson, Baltimore, 
Maryland. 


Monthly meeting Kansas City Candy Club, Pick- 
wick Hotel, Kansas City, Mo., in the evening. 


Armistice Day. 


Monthly meeting Conf. Buying Assn., 17 E. Austin 
Ave., Chicago. 


Monthly meeting Manufacturing Confectioners of 
Baltimore, Hotel Emmerson, Baltimore, Md. 


Monthly meeting the New York Candy Club, Inc., 
Masonic Temple, N. Y. C.—Bi-monthly meeting 
Assn. of Mfrs. of Conf’y and Chocolate of State 
of N. Y., Pennsylvania Hotel, N. Y¥. C. (middle 
and last of month).—Monthly meeting Utah-Idaho 
Zone Western Confectioners’ Assn., Salt Lake 
City, Utah. 


Bi-monthly meeting Chicago Candy Club, Maryland 
Hotel, Chicago. 

Monthly meeting the Candy Production Club of 
Chicago, De Met's, Board of Trade, Chicago. 


Monthly meeting of Candy Executives’ and Asst’d 
Industries Club, St. George Hotel, 51 Clark St., 
Brooklyn. 


Monthly meeting of Mfrs. of Conf’y and Chocolate 
of State of N. Y., Pensylvania Hotel. New 
York.—N. J. Wholesale Confectioners Board of 
Trade, Hotel Douglas, N. J 


Monthly meeting the Pittsburgh Candy Club, Pitts- 


burgh, Penn. 


Thanksgiving Day. 


| 














| 12th Month 
| 31 Days 


December 


{ 5 Saturdays 
| 5 Sundays 





Day 
of 
Month 


Day 
of 
Week 


EVENTS 





18 


20 


27 


29 


31 


M 


Th 


Sa 


Tu 


Tu 


Th 


Th 








Monthly meeting the Candy Production Club of 
Chicago, DeMet’s, Board of Trade Bldg., Chicago. 
—Monthly meeting Central N. Y.-Candy Jobbers, 
Hotel Syracuse, N. Y¥Y.—Chicago Candy Club bi- 
monthly meeting, Maryland Hotel, Chicago.— 
National Exposition of Power and Mechanical 
ens, Grand Central Palace, New York 

ity. 


Monthly meeting Retailers Confectioners’ Assn. of 
Philadelphia, Inc., Turngemeinde Hall, 1705 
North Broad St., Philadelphia.—Weekly meeting 
(every Wednesday evening) Merrimac Valley 
Wholesale Candy Jobbers’ Assn., M. C. A., 
Lawrence, Mass.—Weekly meeting Colorado Con- 
fectioners’ Association, Chamb of C ce, 
Denver (every Wednesday).—Monthly meeting 
Southern N. E. Wholesale Confectioners’ Assn., 
nee Remington Hall, . C. A., Fall River, 

ass. 





bers’ Assn., Jewish Community Centre, Yonkers, 
N. Y¥.—Manthly meeting Cincinnati Candy Job- 
bers’ Assn., Grand Hotel, Cincinnati.—Weekly 
meeting Keystone Jobbing Assn., Chamber of 
~—" Bldg., Scranton, Penn. (Weekly, 7:30 
p. m. 


Weekly sn. Westchester County Candy Job- 


Weekly meeting Utah Manufacturers’ Assn. 
pete). Salt Lake City Chamber of Commerce, 
Salt Lake City, Utah.—Monthly meeting Falls 
Cities Confectioners’ Club, Louisville, Ky. 


(each 


Monthly meeting Kansas City Candy Club, Pick- 
wick Hotel, Kansas City, Mo., in the evening. 


Monthly meeting Conf. Buying Assn., 17 E. Austin 
Ave., Chicago. 


Monthly meeting Manufacturin 


Confectioners of 
Baltimore, Hotel Emmerson, 


altimore, Md. 


Bi-monthly meeting Chicago Candy Club, Mary- 
land Hotel, Chicago.—Annual meeting of Outdoor 
Advertising Assn. of America, Chicago. 


Monthly meeting of Candy Executives’ and Asst’d 
Industries Club, St. George Hotel, 51 Clark St., 
Brooklyn. 


Monthly meeting the New York Candy Club, Inc., 
Masonic Temple, N. Y. C.—Bi-monthly meeting 
Assn. of Mfrs. of Conf’y and Chocolate of State 
of N. Y., Pennsylvania Hotel, N. Y. C. (middle 
and last of month)—Monthly meeting Utah-Idaho 
Zone Western Confectioners’ Assn., Salt Lake 
City, Utah. 


Monthly meeting of Mfrs. of Conf’y and Chocolate 
of State of N. Y., Pennsylvania Hotel, New York. 
—N. J. Wholesale Confectioners Board of Trade, 
Hotel Douglas, N. J 


Monthly meeting the Pittsburgh Candy Club, Pitts- 
burgh, Penn. 


Monthly meeting Candy Square Club of N. Y. City, 
Inc., Hotel McAlpin, New York City. 
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Hearing Held for Proposed Amendments 
to Wholesale Confectioners’ Code 


A PUBLIC hearing on the proposed amendments to 
the approved code for the Wholesale Confectioners’ 
Industry was held by Acting Deputy NRA Adminis- 
trator Irwin S. Moise on Tuesday, Nov. 13, in Wash- 
ington. 

The only proposed amendment of labor provisions 
would delete the clause restricting the work hours of 
wagon jobbers, which has been stayed by Administra- 
tive Order since the approval of the code. 

Other proposed amendments would place restrictions 
upon granting of cash discounts, add a 5% charge to 
all sales of industry products to other members of the 
industry, require accurate records to be kept, change 
the regulations applicable to open price filing, change 
the selling below cost prohibition to a prohibition of 
wilfully destructive price cutting, provide for price 
fixing only in an emergency and delete the rule forbid- 
ding premiums. 

The Jobbers’ Code Authority and other leaders were 


Western Salesmen’s Meet December 11-13 


THE Annual Convention of Western Confectionery 
Salesmen’s Assn. will be held December 11 to 13, at 
Medinah Club, Chicago, with Edw. L. Nixon of Bor- 
den’s presiding. 

Opening sessions will be held Tuesday morning, ac- 
cording to tentative program plans reported by John 
T. Poole, of Geo. Ziegler Co., and Natl. Chicle Co. 
The Luncheon to Manufacturers is set for noon, and 
Club Night for that evening. Wednesday will include 
morning session, bowling in afternoon and entertain- 
ment for ladies in the evening. Following election 
Thursday will be the annual Dinner Dance at night. 


The Hershey Industrial High School buildings for 
orphan boys, given by Mr. M. S. Hershey, renowned 
chocolate manufacturer, will be dedicated on No- 
vember 15, at Hershey, Pa. There are 13 individual 
buildings in one group, connected by corridors. In- 
cluded are class rooms, trade shops, auditorium, 
gymnasium, and swimming pool. 





present. = 


Beech-Nut Expands Promotion 
as Extensive Advertising 
Uses 88 Magazines 


WHAT is claimed to be the greatest sin- 
gle magazine advertising effort ever put be- 
hind a brand of chewing gum and candies 
will hit the public in the eye late this month 
and early next month, when Beech-Nut 
Packing Company will use full pages in the 
December issues of 88 magazines, estimated 
to reach approximately 35,000,000 readers. 

Officials of the company and its agency, 
McCann-Erickson, Inc., believe that no other 
gum or candy advertising has ever reached 
so many magazine readers within the span 
of one month. 





The 88 magazines on the list include every 
type of publication, such as general maga- 
zines, women’s magazines, juvenile publica- 
tions, motion picture, detective, sporting and 
other magazines, and Sunday magazine sup- 
plements of daily newspapers. 

In addition, the company is continuing its 
outdoor and radio advertising. 

The December Beech-Nut page is one of a 
new series for this company which will be 
continued during 1935. Copy is held down 
to a minimum, and the artwork, in informal 
style, dominates the space. 





The products shown in the illustrations 
are not animated, but are invariably shown 
in giant size against a Lilliputian background, 
this treatment adding considerably to the ad- 
vertising’s value as a means of package dis- 
play. 
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Beech-Nut Sie 
steals the MH | 
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Led-i-e-s and Gentlemen! 
Beech-Nat presents... 
4 mosth-natermg petturmance & 
that will gave the most jaded 
appetite 4 pew theill! Here's 
4 glonows galaxy of flavors 
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Follow the crowd and join 
the bug parade. Mep tight up 
and say Beece-Nat't 



















—Photo, Courtesy Advertising Age 
88 NATIONAL MAGAZINES TO CARRY THIS 
ADVERTISEMENT 

This “mouth-watering performance,” intended to “steal the show” for 
Beech-Nut Fruit Drops, Mints, and Chewing Gum, will appear in 
the December issues of 88 national consumer-read magazines. The 
above will be used as full-page copy. 
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HOLIDAY CANDY SALES 


The height of the candy selling sea- 
son is close at hand. Maximum sales 
can be anticipated by manufacturers 
who use quality ingredients, because 


“he who serves best profits most.” 


ANHEUSER-BUSCH 


CORN SYRUP 


ANHEUSER-BUSCH ” ” ST. LOUIS, U. S. A. 















PINEAPPLE CUBES 


Tender, full-ripe, healthful pineapple, bringing you all the luscious 
goodness and appeal of Hawaii's golden climate. Processed the 
dependable Blanke-Baer way to insure proper cordialling in your 
chocolates. 


The mellow flavor of Blanke-Baer Pineapple Cubes blends with 
chocolate to make an irresistibly delicious com- 
bination which should have particular ap- 
peal during the winter and spring. 






Formula for Dipping glad- 
ly sent on request. 


BLANKE-BAER DIPPING FRUITS 


PINEAPPLE CUBES 


Yo Inch Size—!,400 to the Can 

¥% Inch Size—2,800 to the Can 
Natural — Mint — Maraschino — Orange — Lemon 

Raspberry — Grape 
OLYMPIA DIPPING STRAWBERRIES 
APRICOT CUBES PEACH CUBES 
DIPPING RAISINS DIPPING RUM RAISINS 
DOMESTIC CHERRIES 
MARASCHINO TYPE CHERRIES 
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Chocolate Melters, 150 Ib. to 2,000 Ib. capacity. 

Chocolate Refiner, 5-Roll National, Water-Cooled Rolls. 

Bausman Disc Refiner, complete. 

W-8 Bausman Dise Process for Liquor with Hopper and 
Elevator. 

National Six-Division Cracker and Fanner. 

National Four-Pot Conge. 

Lehmann Twin Cocoa Mill. 

Lehmann 6’ Chaser with Granite Rollers. 

Lehmann 6’ Melangeur with Granite Rollers. 


Syrup Coolers, 600 and 1,000 Ib. National, 400 lb. Werner. 
Cream Beaters, Ball, 4’, 5’ and 7’, Dayton 3’ and 5’. 
Cylinder Beaters, Dillon, Jacalucci, and Werner. 

Cream Breakers, 50 Gal. Springfield, 25 and 35 Gal. Werner. 


Simplex Starch Bucks, Wood and Steel. 
No. 2 Springfield Depositors. Also Racine. 
Pump Bars for Steel Mogul Depositors. 
Starch Printers, Springfield and Rucine. 
Colseth Lift Trucks. 


2638 Gladys Avenue 





SPECIALS FOR FALL MANUFACTURE 


Savage Guaranteed Rebuilt Equipment 


Attractive Prices - -= 


OVER 1500 ITEMS ON DISPLAY 


Write or wire for quotations on equipment you are interested in. 


| SAVAGE BROS. CO. 


- - Prompt Delivery 


1416”x32” Outside Starch Boards. 
Cut-Rol Cream Center Maker. 
Friend Hand Roll Machines, Dreadnaught and Model “F”. 


Forgrove Foil Wrapping Machine. 

Model “K” Kiss Cutter and Wrapper. 

Ideal Caramel Wrapper, 1” Special, 7%” Senior. 
Caramel Cutters, Mills, Racine, and Savage. 
Caramel Sizers, Racine, late type, belt drive. 
Nougat Cutters, Mills and Racine. 

Steel Water-Cooled Slabs, 3’x6’, and 3’x8’. 


National Continuous Cooker, complete. 

Simplex Steam Vacuum Cooker, also Gas Type. 
Hildreth Form 3, Style “D” Puller, motor drive. 
Racine Automatic Sucker Machine. 


Marshmallow Beaters, 80 Gal. Savage, 50 Gal. National 
and Werner. 

Day*and Hobart Beaters, 80 Qt., 4-Speed. 

Copper Steam-Jacketed Kettles, 10 Gal. to 150 Gal. Capacity. 


Chicago, Hlinois 








“Breaks” and “Takes” Defined Under 
Candy Manufacturing Code 


AN official interpretation of the “break and take” 
or “picks” and “draws” packages of confectionery, 
prohibited since August 1, under the Candy Manufac- 
turing Industry Code, has been issued by NRA. The 
interpretation follows: 

“Any merchandise which is prepared or combined 
for sale or distribution to the ultimate consumer 
through any method involving lottery or an element 
of chance, such as the color-center method, the differ- 
ent price within the wrapper method, the punch-board 
method, the push-card method, or the method whereby 
letters on the wrapper explain the particular name of 
the article, is merchandise of a like character serving 
the same purpose as the type of merchandise com- 
monly referred to as ‘break and take,’ ‘pick’ and 
‘draw,’ and the sale or distribution thereof is pro- 
hibited by the provision of Rule 19 of Article VIII, 
of the Code of Fair Competition for the Candy Manu- 
facturing Industry.”._ _———— 

Ferdinand A. Bunte, Vice-President of Bunte 
Brothers, and Code Authority member, has been 
named a member of the committee appointed to 
draw up rules and regulations to govern filing of 
contracts under Article VIII, Rule 20, of the Code, 
to fill the vacancy caused by the technical ineligibil- 
ity of Max H. Sobel to serve as a member of the 
Code Authority. Mr. Sobel had been elected to the 
Code Authority when affiliated with Kay Kandies, 
Inc., to represent non-members of the N. C. A. He 
is now Vice-President of Nutrine Candy Co., which 
is a member of the association. 


Page 54 


Cincinnati Stages “Sweetest Day” Novem- 
ber 10 Preceded by 8-Day Limerick 


Contest 

CONFECTIONERS of Cincinnati, Ohio, united in 
an extensive promotion campaign between October 30 
and November 10, ‘which climaxed with Sweetest Day. 
Fifty dollars in cash and daily candy awards were of- 
tered in a series of limerick and color drawing contests, 
featured 8 days in a local newspaper. Entries had to 
be accompanied by a bar wrapper or candy box top. 

Jobbers and retailers joined in plastering Sweetest 
Day hearts about town in advance of the tenth, said 
Carl Graeser, Manager of National Candy plant there. 





John F. Birkmeyer Passes 

JOHN F. BIRKMEYER, JR., 68, head of John F. 
Birkmeyer & Sons, candy manufacturers and distribu- 
tors of Baltimore, Md., died October 28, after a long 
illness. His father started the candy business in 1860, 
later establishing the present firm with his two sons, 
John and Louis. All three have now passed on. In 
recent years J. Fred Birkmeyer, son of John, Jr., has 
managed the business. 





Gaston Menier, French Chocolate 
Manufacturer, Dies 
SENATOR GASTON MENIER, 79, known as the 
“French Chocolate King,” died November 5, in Paris. 
He and his brothers made a model community of 
Noisel, France, whose 5,000 inhabitants are represented 
in the Menier chocolate industry. Last surviving, 
Gaston was one of the wealthiest men in France. 
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ANEW DEPARTURE IN PENNY MERCHANDISING 


A new departure in penny merchandising display packages 
is shown above, featuring a product of the Backer Nut 
Products Company, of Minneapolis, Minn. The Cello- 
phane packaged peanuts are inserted into individual holes 
which have been die-cut out of the cover of the cardboard 
container. The Backer Company is also offering chocolate 
covered peanuts in this manner. 

The above unit is also of interest in view of the findings 
of the annual survey of confectionery distribution, which 
pointed out that sales in both dollar and pound value of 
penny goods has increased more than any other type of 

confection. 


Budget Approved 
(Continued from page 23) 

And, only such members are privileged to 
petition the Code Authority for aid or to re- 
ceive the benefits accruing from the voluntary 
acts of the Code Authority. 

Upon non-payment of assessment the Code 
Authority may sue for payment in its own 
name. Non-payment is a violation of the Code 
which may deprive a member of the right to 
display any NRA insignia. 

Further, the Code Authority may petition 
NRA to require the Code Authority for the 
Wholesale Confectioners’ Industry to instruct 
all wholesalers to refrain from purchasing 
goods from a candy manufacturer who has re- 
fused to contribute his assessment for the Code 
Budget. (See Article 1X, Wholesale Confec- 
tioners’ Industry Code.) 

The Code Authority proposed a minimum 
code assessment of $12 per year, payable in 
lump sum, or $3 quarterly in advance. It would 
exempt industry members whose annual sales 
are less than $7,000 from contributing to the 
code fund. Objections and suggestions on this 
revision were to be submitted on or before 
October 27, to C. W. Dunning, NRA Deputy 
Administrator. 


Walter H. Belcher has been appointed Managing 
Director of the New England Manufacturing Con- 
fectioners’ Assn., with offices at 40 Court St., Bos- 
ton, Mass. He is also Field Representative of the 
Code Authority for Zone 1. 
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THANKSGIVING 


® We are thankful for your patronage. 


® In supplying you with the highest quality 
products—products prime in condition, 
uniform and of a purity that only the most 
rigid testing can assure, we hope you are 
as thankful as we are. 


@ In the success of your business it is our 
sincere desire to always furnish ingredi- 
ents that will help develop your business 
—for, as your business develops, we know 
ours will. 


Our Salesmett 


Thank you 
too! 





MM&R HONOR ROLL FLAVORS 


Oil Bitter Almonds Maple Concrete MM&R 
(French) Butterscotch Flavor 
MOHAWK OIL Pepper- MM&R 
mint Certified Food Colors 
Soluble Extract Coffee Pi Cc + 
MOHAWK BRAND me oncentrated 
MM&R Cord’al Flavors Trulic MM&R 
for Cream Centers (A Licorice Flavor) 














& Reynard, Inc. 
Oils 


444 W. Grand Ave. 
Chicago, Ill. 


Magnus, Mabee 


Essential 


32 Cliff Street, 
New York 
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IDEAL 





WRAPPING MACHINES) 


Ideal Wrapping Machines were 
designed to meet the needs of 
those large and small manufac- 
turers whose requirements de- 
mand rapid handling 
along with dependable 
and uninterrupted op- 
eration. The service 
record of every IDEAL 
sold proves the abso- 
lute reliability of this equip- 
ment. Each machine carries 
our unqualified guarantee 
that it is mechanically per- 
fect. 
Two models are available. 
The Senior Model which 
wraps 160 pieces per minute 
and the Special Model with 
a capacity of 240 pieces 
per minute. 
Candy manufacturers will 
find these machines excel- 
lently adapted to their most 
exacting requirements. 
Write for complete specifi- 
cations and prices. 


IDEAL WRAPPING MACHINE CO. 

























EST. 1906 
MIDDLETOWN, N. Y. 
U. Ss. a 
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LONG TIME! 


. . .we have been 
making fine flavors 
for you since 1884 






JACKSON. 


MICHIGAN..U.S.A. 
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Salesmen’s Slants 
(Continued from page 49) 


Michigan’s confectionery manufacturers now working 
extra shifts in order to turn out the orders they have 
on file for Christmas merchandise. 

Moe Greenspun, who represent Ph. Wunderle Co., 
Philadelphia, was a recent visitor to Detroit. While 
here he met his old friend, Ike Diamond. It is rumored 
that Moe and Ike have reorganized the Kokemoon 
Club. Applications should be presented in person to 
either Ike or Moe. 

J. J. Dehm Co., brokers representing Peter Paul 
Mound Co. in the States of Michigan, Ohio, and 
Indiana, have secured a very fine distribution on the 
company’s new piece named Main Show. This quality 
piece of candy—like other Peter Paul pieces—is a coco- 
nut combination piece. 

A regular meeting of the Wolverine Candy Club 
was held at the Norton Hotel, Detroit, on Friday, No- 
vember 9. Arrangements were made for the yearly 
meeting to be held early in January, 1935, at which 
time the election of officers will take place. 

Labor difficulties caused the closing of 438 A. & P. 
Tea Co. stores in Cleveland and the discharge of 
2,200 employes, when no agreement could be reached 
between officials of the company and the local union 
officials. Unless some agreement can be reached soon 
officials of the A. & P. Tea Co. may possibly discon- 
tinue their warehouses and all stores in the city of 
Cleveland. Considerable candy is sold through this 
chain. 

A. E. Brooks & Co., Grand Rapids, Mich., manu- 
facturers and jobbers of confectionery, have introduced 
a very attractive package known as Valeur. Marcus 
Brooks states that a very fine distribution has been 
secured on all three sizes of the Valeur package. 

Abe Friedemann, who represented C. F. Adams 
Co. for a number of years, now represents York Car- 
amel Co., York, Pa., and the Just Born Candy Co., of 
Bethlehem, Pa. Abe is well known to the Ohio and 
Michigan trade and should be using the order books 
often. 

Wildey Miller, who represents Catawba Candy Co., 
was seen in Detroit recently. As the years go by 
Wildey seems to carry larger sample cases. Can it be 
that he has found the fountain of youth? 

A meeting of the Schrafft.Chocolate Co. distributors 
in this section was held at the Statler Hotel in Detroit, 
on Wednesday, October 31. A very interesting exhibit 
of the company’s products were displayed. The follow- 
ing were present from the Schrafft headquarters: Sales 
manager J. M. Gleason, M. Byrnes, J. Sheridan, and 
Mr. Roat. 

Among the Schrafft distributors present were: D. L. 
Goodrich of Goodrich Candy Co., Kalamazoo, Mich. ; 
P. J. Levinson and A. F. Hintz, of Morris King Cigar 
Co., Bay City, Mich.; L. R. Ball, of King Cigar Co., 
Flint, Mich. ; Chas. Horn, of Chas Horn, Inc., Lansing, 
Mich.; V. Perry, of Detroit Candy Co., Detroit, Mich. ; 
Paul Crane, of Indianapolis, Ind. 

Only six weeks to Christmas. Some manufacturers 
started out early this year to change their prices down- 
ward to capture some of the business. Don’t rush, 
boys, there is only so much business to be had, at any 
price! 
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Trade Practice Complaints Plan 

Approved by NRA 

(Continued from page 37) 

so far as such interviews are not covered by 
summaries of the respondent’s statement). 
Any other pertinent facts within the knowl- 
edge of the Trade Practice Complaints Com- 
mittee of the Code Authority. 


(f 


“EXHIBIT A” 

CODE AUTHORITY FOR THE CANDY MANUFAC- 

TURING INDUSTRY 

COMPLAINT OF VIOLATION OF CODE OF FAIR 
COMPETITION FOR THE CANDY MANUL- 
FACTURING INDUSTRY 

ERIE RE SI A. mancsucrenh veins sess 
Name and address of person or establishment complained against 
ED nn da cewcgn nase eaks eCne eens aa haee itaaeenine 


ES ee i connicnn nnd eae owes veareed Oenas 
(A) Principal product (produced, processed, or sold)...... 
(B) State such other details as will clearly indicate the nature 

of the Respondent’s business:...............seeeceees 


Dine ak Gs. ns Snawedaickwecdawonles ogaue waueaee 
eh i> CNR rs, sa dos ku diablo eee rdiea ws ky Kies 
Nature of Complaint (state sufficient facts to indicate a clear 
violation of some definite provision of the Code to which the 
NOR CE MOUND dv oSivpewdktndnces acekseds cewies dkebees 


The above statements are true to the best of my knowledge 

and belief. 
(Signature of Complainant) 

May we use your name if necesSary?..........scccecccccseecs 

Subscribed and sworn to before me this............. day of 
Adi vaaiets cwites AO PP SEEN eS a 

(Signature of Notary) 

(NOTE: lf possible, this complaint should be sworn to be- 
fore a Notary or signed by at least one witness familiar with 
the facts. If this is done it will lead to quicker results.) 


“EXHIBIT B” 


CODE AUTHORITY FOR THE CANDY MANUFAC- 
TURING INDUSTRY 
INFORMATION FOR PERSON CHARGED WITH 
VIOLATION OF THE CANDY MANUFAC- 
TURING INDUSTRY CODE 

The office of the Local Trade Practice Complaints Com- 
mittee for the Candy Manufacturing Industry, in the letter 
accompanying this statement, notifies you that it has received 
a complaint charging that you have violated the Candy Manu- 
facturing Industry Code. A copy of the Code is enclosed. 

The Chairman of the Local Trade Practice Complaints Com- 
mittee and his Committee will be glad to see you at their office 
at any time mutually agreeable. If you are dissatisfied with the 
Local Trade Practice Complaints Committee’s final decision on 
the complaint, you may appeal to the Zone Trade Practice Com- 
plaints Committee for aforesaid Industry and appear in person 
before it or file a statement with it. 

If a person complained against does not answer the letter 
informing him of the complaint, or if he shows no disposition 
to correct or adjust the violation, the Chairman of the Local 
Trade Practice Comp!aints Committee or the Chairman of the 
Zone Trade Practice Complaints Committee may forward the 
case to the Trade Practice Complaints Committee of the Code 
Authority for foresaid Industry and the latter Committee may 
forward same to the NRA in W ashington, or aforesaid Com- 
mittee, or Committees, may hand it over to the local United 
States District Attorney for enforcement. 

In any case, the National Compliance Board of NRA may 
deprive the person complained against of all his Blue Eagles 
and of his right to display any of them in any circumstances, 
and it may recommend to the Administrator that the case be 
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HERE are many factors that contribute 

to the excellence of Hooton’s Chocolate 
Coatings. Their better flavor —their un- 
matched smoothness—and their consistent uni- 
formity—all contribute to the sales success of 
centers on which they are used. 


Because only the very finest of raw mate- 
rials are used in their making, because they are 
made by an organization with almost four 
decades of chocolate-making experience—be- 
cause of rigid laboratory control, use of 
Hooton’s Chocolate Coatings results in highly 
satisfactory sales and repeat business wherever 


they are used. 


Test them yourself. Write at once for 
samples. 


Hoolon 


CHOCOLATE Co 


NEWARK, NEW JERSEY. 


WAREHOUSES LOCATED AT YW 
CHICAGO DETROIT TOLEDO CLEVELAND @e 
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The Cundy Mat ats 
. lends its beauty and daintiness to the excellent fancy 


packages put out by Durand. To merit its choice, FLOSSINE 


must be superior. 


GEORGE H. SWEETNAM, 
282-288 Portland St. 


Manufacturers of Confectioners’ 


INC. 
Cambridge, Mass. 
Paper Products 











“SPECIALISTS IN THE PACKAGING FIELD.” 











Add These to Your Library 


on Candy Information 


EPRINTS are available of the articles appearing in The 
MANUFACTURING CONFECTIONER. Many of these are ob- 
tainable in booklet form. 


They compose a large portion of the current literature of the 
industry. Many manufacturers find them suitable to accompany 


sales messages and also to add to their library of information 


on the candy and chocolate industries. 
Copies of the following are now available: 


“ADVENTURES IN COCONUT CANDIES,” including 
many formulas and suggestions for new pieces, by George A. 
Eddington, Superintendent, Hillman’s Candy Factory, Chicago, 
Ill.—5 cents each. 


“IMPROVED METHODS IN THE MANUFACTURE OF 
FONDANT GOODS,” by H. S. Payne and J. Hamilton, Carbo- 
hydrate Laboratory, Bureau of Chemistry, U. S. Dept. of Agri- 
culture.—25 cents each. 


Forthcoming booklets in The MANUFACTURING CONFECTION- 
ER’s current literature library will include such subjects as: 


Production methods, materials, equipment, plant operations, 
packaging, distribution, sales, merchandising, and other subjects. 


Also now available—“THE PROBLEM OF CHOCOLATE 
FAT-BLOOM,” a book by Robert Whymper, an international 
authority on chocolate manufacture.—$2.50 per copy. 


Send for your copies now! 


The Manufacturing Confectioner 
1140 Merchandise Mart Chicago, III. 
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referred to the Department of Justice (if this has not been 
done already) or to the Federal Trade Commission, for appro- 
priate legal action of a civil or criminal nature. 


“EXHIBIT C” 
TECHNIQUE OF FIELD INVESTIGATION 


1. (a) The National Confectioners’ Association as the author- 
ized agency for the Code Authority, is responsible for the 
assignment of complaints to field meniand the supervision of 
their activities in making necessary investigations. 


(b) Field men shall submit their proposed itinerary in ad- 
vance for the approval of the National Confectioners’ As- 
sociation. 

(c) Field men shall make daily and weekly summaries of 
their activities and shall make complete reports on each com- 
plaint. 

2. A fie'd man shall never enter any premises without first 
calling upon the Respondent, announcing his presence, properly 
identifying himself and then discuss the complaint. 


3. If the Respondent admits the facts as alleged in the com- 
plaint, his explanation should be obtained and a statement pro- 
cured from him that he will cease and desist from further viola- 
tions of the Code, which violations are admitted by him. 

4. If the Respondent admits the facts as alleged but takes 
issue as to the application of the Code to those facts, a clear 
explanation of the reasons for his position should be obtained. 

5. If the respondent denies the facts alleged in the com- 
plaint, the field man should request permission to examine the 
proper records pertaining to the investigation. If the Respondent 
refuses the field man should not insist upon access to such 
records. However, he should explain to the Respondent that 
his refusal is an indication that he does not desire to adjust 
the complaint and that such conduct may operate to his disad- 
vantage. If the respondent still refuses, the field man should 
report the fact. 

6. Field men should bear in mind at all times that it is their 
function when assigned to investigations to find the facts and 
explain the Respondent’s obligation under the Code to him. 
They should never engage in argument or dispute. 






































LAMBORN’S BEET SUGAR COMPENDIUM 
—Vital statistics on the sugar beet industry. Com- 
piled by Lamborn & Company, Inc. 


HOW MONSANTO SERVES—tThis is a re- 
vised booklet redesigned and enlarged to give a com- 
plete bird’s-eye view of the Monsanto company and 


its activities. Monsanto Chemical Company, St. Louis, 
Mo. 


CATALOG OF TECHNICAL AND SALES 
SERVICE—Classifies and explains more than 100 
varied services available at a moderate cost to harassed 
executives in the food industries. Prepared by A. A. 
Lund & Associates, New York City. 


“INDUSTRIAL CABLE”—A new publication 
describing and listing all standard types of insulated 
wire and cable used by industrials for transmission, 
distribution and control, and used on or with electric 
equipment such as mining machinery, locomotives, arc 
welders, Neon signs, etc. Issued by General Electric 
Co., Schenectady, N. Y. 


THE BASIC FORMULAS FOR CAST 
CREAMS—A booklet giving a chart of formulas 
and other infermation. Issued by The Nulomoline 
Company. 
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A Candy Credit Manager 
Gives His Ideas 


(Continued from page 26) 
of the order as the price of the merchandise. 
Definite Interpretations Requested on 
Three Credit Problems 


One of the most troublesome problems facing 
the credit department immediately after the 
Code became effective was that of unearned 
discounts. Although the Code was presumably 
definite enough for most manufacturers, there 
were many who placed other interpretations 
upon the provision concerning discounts. The 
result was that both the manufacturers and 
their customers became confused as to just 
what the Rule 16 of Article VIII actually 
meant. 

For example, the Code permitted allowance 
of 2 per cent discount up to 15 days from date 
of shipment. Some manufacturers required the 
payment to be in their hands within 15 days, 
while others accepted the check if it was placed 
in the mail by the fifteenth day. This differen- 
tiation in practice made a difference of two or 
three days, which lead to confusion. 

Another question was the discount terms ap- 
plicable to retail customers as compared with 
those extended to the wholesalers. Some manu- 
facturers felt that the 2 per cent discount in 
15 days specified in the manufacturers’ Code 
for wholesale accounts did not apply to retail 
customers, and therefore they could allow them 
e.o.m. (end of the month) terms, which have 
been customary in the retail trade. The Whole- 
saler’s Code permits a 30 days discount period. 

Then a third problem to be ironed out was 
that of deduction of so-called ‘‘anticipation’’ 
for payment in a period less than the 15 days 
allowed for the 2 per cent discount. Some cus- 
tomers figured that if they paid before the 15 
days’ period expired, they were entitled to an- 
ticipation or interest on their money for the 
number of days they paid in advance of the 
maximum discount period. This deduction of 
interest of course amounted to an extra dis- 
count. 

Anticipation was an evil that crept in and be- 
came an abuse. Some manufacturers allowed 
it, while others did not, even before the Code 
was adopted. 


Code Authority Amplifies Article 
VIII, Rule 16 
In order that all manufacturers could place 
the same interpretation on this article, the Con- 
fectioners’ Credit Group of Chicago filed a 
petition with the Code Authority requesting 


NOVEMBER, 1934 


COMPLE Fz 


LINE 


BRILLIANT - UNIFORM « STABLE 





Page 59 














Safe 


INSIDE 


All cream centers need pro- 
tection from drying and 
fermentation. It is too late 
to think of this after the 
centers are coated. 





Be sure—make your cream 
centers safe inside by using 


CONVERTIT 


Convertit is dependable—it has been tested 
and is being used every day by thousands 
of candy makers throughout the world. 
It acts after the creams are coated, soften- 
ing them to the right degree, insuring 
against drying and fermentation and 
attendant losses. 





Convertit is as easy to use as flavoring — 
just add it and mix it through the batch. 
It is guaranteed to give results. 


FREE 


NEW CREAM INFORMATION— 


Write for our ncw booklets: 


1—Ten Basic Formulas for Cast Creams 


2—Twelve Basic Formulas for Rolled Creams 


These contain valuable information for candy makers. 


The 
NULOMOLINE COMPANY 


Exclusive Distributors of CONVERTIT 


109-111 Wall Street 4 New York 


wee ove meat 


Western Office: 333 No. Michigan Ave., Chicago, Ill. 
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definite interpretations of the Code on these 
problems. 

In response to this petition the Code Author- 
ity promptly rendered specific interpretations 
of Article VIII, Rule 16, clearing up this sit- 
uation, enabling all candy manufacturers to ap- 
ply this provision of the Code in the same man- 
ner. These interpretations now definitely en- 
able the credit department to eliminate chisel- 
ing in regard to extra dating, special allow- 
ances, extra discount, and the stealing of 
unearned discount. 


You can now sell merchandise on the basis of 
quality, price, and service. The use of special 
terms, extra datings or allowances as additional 
bate to get an order are branded not only as 
unfair trade practices, but direct violation of 
the Code. 

In reference to the above the Code Authority 
arrived at the following decisions: 

‘‘That the provisions of Article VIII, Rule 
16, shall remain in full foree and effect and 
without modification thereof.’’ 

Then in regard to anticipation and extra dis- 
count allowances, the Code Authority decided: 

‘*That it shall be a violation of Article VIII, 
Rule 16, of the Code for a member to allow a 
discount for cash to exceed a total of 2 per cent 
in anticipation of payment of a bill within any 
part of the discount period of 15 days.’’ 

The Code Authority further ruled: 


‘That in accordance with usual commercial 
law practice, the provisions of Article VIII, 
Rule 16, may be interpreted by a member of the 
industry to mea” that the receipt of the cus- 
tomer’s check, mailed and postmarked on or 
before 15 days from the date of shipment is 
not a violation of the Code.’’ 

As to the discount period applying to the 
retail trade, it was stated: 

‘‘That if a member chooses to adopt the pro- 
visions of the Wholesale Confectioners’ Code 
to allow retail buyers a cash discount period 
of 30 days, he will thus have recorded himself 
as a ‘wholesaler’ and become liable to assess- 
ment for the cost of administration of the 
Wholesale Confectioners’ Code. Accordingly, 
it will be illogical to deny that he receives no 
benefit from the Code.”’ 

Manufacturers who sell both the jobbers and 
retailers, therefore have the option of operat- 
ing under both Codes (which involves paying 
assessments to both Codes), or operating ex- 
clusively under the manufacturers’ Code and 
thereby treating jobbers and retailers alike in 
regard to the discount of 2 per cent in 15 days, 
and other provisions mentioned above. 
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Statement of the Ownership, Management, Circulation, Etc., 
Required by the Act of Congress of August 24, 1912, 

of The Manufacturing Confectioner, published monthly at Chicago, 

Ill., for October 1, 1934, 

State of Illinois, County of Cook, ss.—Before me, a notary pub- 
tic in and for the state and county aforesaid, personally appeared 
Mrs. Earl R,. Allured, who, having been duly sworn according to 
law, deposes and says that she is the publisher of The Manufactur- 
ing Confectioner, and that the following is, to the best of her knowl- 
edge and belief, a true statement of the ownership, management 
(and if a daily paper, the circulation), etc., of the aforesaid pub- 
lication for the date shown in the above caption, required by the 
Act of August 24, 1912, embodied in section 443, Postal Laws and 
Regulations, printed on the reverse of this form, to wit: 1: That 
the names and addresses of the publisher, editor, managing editor 
and business manager are: 


Name of publisher—Mrs. Earl R. Allured, 1140 Merchandise 
Mart, Chicago, lll. Publisher and Business Manager, Mrs. Earl R. 
Allured Editor and Managing Editor—N. I. Gage. 


2. That the owners are: The Manufacturing Confectionery Pub- 


lishing Company; Mrs. Earl R. Allured, Chicago, Ill.; Adolph 
Goelitz, Deerfield, Ill.; R. Wilson Wilmer, Brooklyn, N. Y. 

3. That the known bondholders, mortgagees and other security 
holders owning or holding 1 per cent or more of total amount of 
bonds, mortgages or other securities are: None. 

4. That the two paragraphs next above, giving the names of 
the cwners, stockholders and security holders, if any, contain not 
only the list of stockholders and security holders as they appear 
upon the books of the company but also, in cases where the stock- 
holder or security holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the namg of the per- 
son or corporation for whom such trustee is acting. is given; also 
that the said two paragraphs contain statements embracing af- 
fiant’s full knowledge and belief as to the circumstances and con- 
ditions undet which stockholders and security holders who do not 
appear upon the books of the company as trustees. hold stock and 
securities in a capacity other than a bona Sie owner; and this 
affiant has no reason to believe that any other person, association 
or corporation has any interest direct or indirect in the said stock, 
bonds, or other securities than as so stated by him. 

MRS. EARL R. ALLURED, Publisher. 


Sworn to and subscribed before me this 22nd day of September, 
1934 
(My commission expires Feb. 14, 1935.) BERTHA L. ENGEL. 











THE NEW AND IMPROVED 


BURMAK 


BATCH ROLLER BELT 


CUTS DOWN 
OVERHEAD 








DOUBLE EDGE 
DOUBLE WEAR 


Where the wear occurs the edges are reinforced with double thick- 
ness of fabric and extra stitching. Specially woven to give greater 
tensile strength. These two features double the life of this new 
belt, yet they cost no more than the ordinary type. 


BURRELL BELTING COMPANY 


413 S. HERMITAGE AVENUE - - - - - + CHICAGO 
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Try this easier, quicker 
way to make better jel- 
lies. Tender, firm, spark- 
ling and brilliant—jellies 
that can be taken from 


; ; ’ 
the starch in six hours! profits. 


Se PCO Firm ie een caucgthnas 


KANSAS CITY, MO. Hiei 





~ +--+ © HH 


FREE Sample COUPON 


SPEAS MFG. CO., Kansas City, Mo. 


It's O. K. to send me a FREE sample of CONFECTO-JEL which, | 
understand, is ready to use at any time—nothing to add. Give me full 
information on this powdered apple pectin and on how it increases 
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MACHINERY FOR SALE 


MACHINERY FOR SALE. 








FOR SALE—1 32” GREER CHOC- 

olate Coating Machine, complete 
with Automatic Feeder, Bottoming 
Attachment. Automatic Tempera- 
ature Control. Cooler and Packer. 
Special prices for prompt removal. 
Address: K-11348, % The Manu- 
facturing Confectioner Pub. Co., 
1140 Merchandise Mart, Chicago, III. 





MACHINERY FOR SALE: 

3—16-inch National Equipment 
Enrobers, bottomers, cool- 
ing table, shaking table, tail 
cutters, stroker, stringer. 

5—300 Ib. chocolate mixers. 

500 plaques. 

1—Direct driven 18-inch sizer. 

Jap cutter, caramel and nugget 
cutters. 

1—5 horsepower steam boiler. 

Hobart double action mixers, 
complete. 

All present operating in New York 
City. Address: K-11347, % The 
Manufacturing Confectioner Pub- 
lishing Company, 1140 Merchandise 
Mart, Chicago, Illinois. 





NATIONAL AUTOMATIC KISS 

cutting and wrapping machine, 
never been used, attractively priced. 
Central Supply House, 41 N. Water 
St., Rochester, N. Y. 


FOR SALE: KING AIR CONDI- 
tioner with ventilators and motor, 
cubic capacity 3,200 feet, also 100 
number card time clock cheap. Ad- 
dress I-9343, % The Manufacturing 
Confectioner Publishing Co., 1140 
Merchandise Mart, Chicago, Illinois. 





ONE NATIONAL LITTLE 

Giant Starch Buck, $50.00. One 
No. 2 National Depositor, $100.00, 
f.o.b. Bryan, Ohio. Spangler Candy 
Company, Bryan, Ohio. 





FOR SALE: A SIX-TON VIL- 

ter ice machine in perfect condition, 
also areo cooling coil enclosed. We have 
100,000 folding fancy chocolate boxes 
for sale at a price to interest a bar- 
gain seeker. Wm. McMurray & Com- 
pany, St. Paul, Minnesota. 


FOR SALE—FORGROVE SPE- 

cial Hard Candy Wrapping Ma- 
chine, for wrapping odd shapes in 
Cellophane or waxed papers, with 
twist ends; also Rose Toffee Wrap- 
per, for waxed paper or Cellophane 
wrapping, with twist ends. Machines 
hardly used. Very attractive prices. 
Address I-9351, % The Manufactur- 
ing Confectioner Publishing Co., 1140 
Merchandise Mart, Chicago, Illinois. 








FOR SALE — COCONUT BON- 

Bon Center Machine Thomas Mills 
No. 10. Makes center 11/16” diam- 
eter with 8” diameter rollers. Never 
used. $100. Chase Candy Company, 
St. Joseph, Missouri. 


FOR SALE— 
Greer 24” Chocolate Coater 
Kihlgren 32” Stringer 
Forgrove Foil Wrapping Machine 
Ferguson-Haas Caramel Wrapper 
Racine Automatic Sucker Machine, 
intermittent type or continuous 
duty 
Cooling Tunnel, Automatic Feeder, 
Bottomer, and Kihlgren Strinzer 
for 16” Springfield Enrobers. 
Many other items. All rebuilt and 
guaranteed. Savage Brothers Co., 





2638 Gladys Ave., Chicago, Illinois. 
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PRICE FOR REMOVAL: WE 

offer a large list of cream manufac- 
turing machinery including Kettles, 
depositors, beaters, enrobers, bottom- 
ers and stringers, and hard candy ma- 
chinery including a Burkhard Vac- 
uum Pan, Simplex Steam Vacuum, 
Hildreth style puller and many other 


items. Write for complete list and 
prices. Wm. McMurray & Co., St. 
Paul, Minnesota. 





FOR SALE OR TRADE—1 BALL 

sizing machine, belt driven; 1 200- 
lb. Savage marshmallow beater, 1 
50-lb. Day marshmallow beater, all 
machines are in A-1 shape. Address: 
G-7346, % The Manufacturing Con- 
fectioner Pub. Co., 1140 Merchan- 
dise Mart, Chicago, III. 
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MACHINERY FOR SALE 





FOR SALE — VACUUM FUMI- 

gating tank with latest improved 
operating machinery and safety de- 
vices. Length 15 feet; diameter 5 
feet; capacity 292 cubic feet. Com- 
plete with 10 h.p., a.c. 3 cycle, 220 
volt motor. This includes vacuum 
pump, carburetor and exhaust fan. 
$1,450.00. Chase Candy Company, 
St. Joseph, Mo. 





FOR SALE: MOST MODERN 

chocolate coating equipment, 24-in. 
and 32-in., National Equipment En- 
robers, with all attachments. Wolfe 
Special, wide Peanut Coater, com- 
plete. Cheap prices for quick sales, 
Union Confectionery Machinery Co.. 
Inc., 318 Lafayette Street, New York 
City, N. Y. 





FOR SALE—One Model K kiss 

cutting and wrapping machine, 
good condition, with motor, $325.00. 
One American taffy puller, 25-lb. 
capacity, $125.00, with motor. One 
Thos. Mills furnace with blower and 
motor regulator, $35.00. Above price 
cash, f. 0. b. Sandusky, Ohio. John 
H. Sutter, 1124 First Street, San- 
dusky, Ohio. 





SALE—GAEBEL CONTINU- 
Plastic Machine, 
with five chains, and Batch Roller, 
Sizer, and Cooling Conveyor. Also 
National Equipment Continuous Cook- 
er, complete with Kettles. Address 
1-9350, % The Manufacturing Con- 
fectioner Publishing Co., 1140 Mer- 
chandise Mart, Chicago, Illinois. 


FOR 


ous Automatic 





MACHINERY FOR SALE: 1 

Simplex Steam Cooker, 2 Racine 
Sucker Machines and Conveyors, 1 
Hohberger Waffle Machine and con- 
veyor, 2 Continuous Cutting Ma- 
chines with 4 Wheels and conveyors, 
2 Steel cooling slabs 3 feet by 8 feet. 
Will sacrifice for quick sale. The 
Max Glick Company, Cleveland, Ohio. 
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MACHINERY FOR SALE 





FOR SALE: CHOCOLATE MELT- 
ing kettles, Werner crystal cook- 
er, reversible caramel sizer, elec- 
tric bon bon dipping tables, icing 
beater, starch boards and dollies, 
Junior enrober, nougat cutters, Sav- 
age M. M. beater, Model K. D. kiss 
wrapper, White caramel cutters, de- 
positors, starch printers, Springfield 
steel buck, steam batch warmers, 
steam jacket kettles, Ball beater, 
cold water slabs, warehouse trucks, 
scales, time clock and small hand 
tools. The W. C. Nevin Candy Co., 
1637-1647 Blake St., Denver, Colo. 





FOR SALE AT SACRIFICE PRICE 

—Chocolate and cocoa factory 
located in large Eastern city. Fully 
equipped with modern machinery 
for making highest quality of 
chocolate coatings and chocolate 
bars; also cocoa butter and cocoa 
powder. Carload siding; four story 
and basement. Very attractive. 
Rental or purchase arrangement on 
property. Address: G-8343, % The 
Manufacturing Confectioner Pub. 
Co., 1140 Merchandise Mart, Chi- 
cago, Ill. 





WE OFFER AT LOW PRICES: 

Sixteen inch enrobers, chocolate 
melting kettles; steam copper ket- 
tles, Racine sucker machines, Sim- 
plex cookers. Consult us first for 
candy machinery. The Max Glick 
Co., Cleveland, Ohio. 








MACHINERY WANTED 





WANTED — CANDY FACTORY 

in East or Middle West, medium 
size. Give full particulars of equip- 
ment, etc., and best cash price. Ad- 
dress: G-8344, % The Manufactur- 
ing Confectioner Pub. Co., 1140 Mer- 
chandise Mart, Chicago, III. 





WANTED — 1 50-QT. HOBART 
beater or similar machine. Ad- 
dress: G-7347, % The Manufactur- 
ing Confectioner Pub. Co., 1140 
Merchandise Mart, Chicago, III. 
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POSITION WANTED 





WANTED: POSITION AS SU- 

perintendent or working foreman. 
Thoroughly familiar with general 
line, wholesale and retail experi- 


ence. Eighteen years in the candy 
industry. Age 36, American, mar- 
ried. References. Address: K- 
11345, % The Manufacturing Con- 


fectioner Publishing Company, 1140 
Merchandise Mart, Chicago, Illi- 
nois. 





POSITION WANTED BY A 

Plant Engineer with 20 years’ ex- 
perience in the chocolate and candy 
industry. I have been in charge of 
several large plants in Middle West 
and Eastern cities. Best references 
will be furnished. Married, 44 years 
of age, willing to go anywhere. Ad- 


dress: K-11343, % The Manufac- 
turing Confectioner Publishing 
Company, 1140 Merchandise Mart, 


Chicago, Illinois. 





EXPERIENCED PRACTICAL 
candy maker with 25 years’ experi- 
ence in the wholesale candy business, 
wants position either as superintendent 
or sales demonstrator, calling on manu- 
facturing confectioners. Have thor- 
ough knowledge of manufacturing all 
kinds of confections and have formu- 
las for a complete line of 5 and 10c 
bar goods. Services available at once. 
Address: J-9348, % The Manufac- 
turing Confectioner Pub. Co., 1140 
Merchandise Mart, Chicago, Ill. 





WANTED—PERMANENT POSI- 

tion by A-1 hard goods candy maker, 
also experienced in coconut, peanut 
and fudges. Understand cost and pro- 
duction, also repair and upkeep of 
machinery. Have had 9 years’ experi- 
ence in large factory and two years 
Manager of small concern. Will con- 


sider going anywhere if permanent. 
Address J-9347, % The Manufactur- 
ing Confectioner Pub. Co., 1140 Mer- 
chandise Mart, Chicago, IIl. 





POSITIONS WANTED 





POSITION WANTED: GEN- 

eral or Assistant Management . of 
a candy factory. Qualification: prac- 
tical candy maker, factory owner, job- 
bing and retail experience, sales man- 
ager, credit man, advertising, factory 
superintendent, merchandiser, origina- 
tor candy formulas, office executive, 
Sincere, economical, efficient, active 
management. (Opportunity to  in- 
fuse new blood into business blood 
stream.) Highest trade and charac- 
ter references. Address I-9345, % 
The Manufacturing Confectioner Pub- 
lishing Company, 1140 Merchandise 
Mart, Chicago, Illinois. 





POSITION WANTED BY EX- 

pert chocolate superintendent with 
European and American experience 
including the famous Lindt chocolate, 
known the world over. Winner of 
several Gold Diplomas at exhibitions. 
Best of references, results guaranteed. 
Address 11-9348, % The Manufactur- 
ing Confectioner Publishing Co., 1140 
Merchandise Mart, Chicago, Illinois. 





PANMAN THOROUGHLY 
versed in hard, soft and chocolate 
coated pan goods, also pills and chew- 
ing gum wishes position. Best finish 
and high gloss guaranteed. Address 
1-9346, % The Manufacturing Con- 
fectioner Publishing Co., 1140 Mer- 
chandise Mart, Chicago, II. 





SITUATION WANTED—BY A-l 

all around retail candy maker. Long 
and valuable experience on general 
line fine retail goods. Fancy choco- 
lates of all kinds, bon-bons, caramels, 
nougats, cream wafers, nut goods, 
brittles, hard goods, pectin jellies, 
rolls, fudges, counter goods, salted 
nuts, ice creams, frozen dainties, foun- 
tain syrups, etc. Can take complete 
charge of shop, buy raw materials, etc. 
Available January Ist to progressive 
retail firm. Prefer northern states. 
Further information Address: J-9346, 
% The Manufacturing Confectioner 
Pub. Co., 1140 Merchandise Mart, 
Chicago, Ill. 
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POSITIONS WANTED 





SUPERINTENDENT TH O R- 

oughly experienced in all lines and 
grades of candies, chocolates, package 
and bar goods, also the manufacture 
of chocolate and cocoa powder from 
the bean up, wishes position. Execu- 
tive ability, handling help; figuring 
cost and maximum production at low- 
est cost. Very extensive experience. 
Address 1-9347, % The Manufactur- 
ing Confectioner Publishing Co., 1140 
Merchandise Mart, Chicago, Illinois. 


CREAM DEPARTMENT FORE- 

man: I have had 25 years’ experi- 
ence producing quality chocolates large 
retail or wholesale factory. Capable 
of taking full charge of a medium 
sized factory. I am an American, can 
handle help successfully, figure costs 


and a thorough knowledge of the 
candy business. Address 1[-9341, ‘ 


The Manufacturing Confectioner Pub- 
lishing Co., 1140 Merchandise Mart, 
Chicago, Illinois. 





FORELADY WITH ONE OF CHI- 
cago’s largest candy plants as- 
suming full responsibility in the 


chocolate department for seven 
years. Capable of working out new 


ideas in both dipping and packing. 
Will accept a position anywhere. 
Address: G-7341, % The Manufac- 
turing Confectioner Pub. Co., 1140 
Merchandise Mart, Chicago, III. 


enced pan man. Capable of making 
a full line of pan work including cho- 
colate work. Foreman for one of the 
largest central west houses for twelve 
years. Prefer Pacific Coast. Address 
C-3341, % The Manufacturing Con- 
fectioner Publishing Co., 1140 Mer- 
chandise Mart, Chicago, Illinois. 
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HELP WANTED 





POSITION WANTED AS WORK- 
ing Superintendent. Prefer a me- 
dium or small Midwest firm that has 
felt the full effects of the depression 
but who will cooperate fully with a 
man who will produce merchandise 
that will sell and at a price to meet 
competition. I am an American, age 
forty, married, and have 26 years’ ex- 
perience in large and small plant, up- 
to-date methods and processes and can 
get maximum volume from your pres- 
ent units of equipments at a minimum 
cost; now employed. All letters an- 
swered and confidential. Address: B- 
2347, % The Manufacturing Confec- 
tioner Publishing Company, 1140 Mer- 
chandise Mart, Chicago, IIlinois. 





ARE YOU IN NEED OF A MAN 

with thorough knowledge of the 
candy business? I am American, 
married, thirty-five years’ experi- 
ence, making from pure sugar can- 
dy to the cheapest grade of choco- 
late creams, bon bons, marshmal- 
lows, gum work, jellies, caramel, 
fudge, nougat, or any kind of candy 
that you may desire. Have worked 
in retail stores and large plants, ac- 
customed to large output and han- 
dling of help, and have produced 
some of the best seilers on the mar- 
ket. I have worked in capacity as 
foreman and superintendent in 
above departments for the past 
twenty-five years. Best of refer- 
ence. Address : G-7344, % The Man- 
ufacturing Confectioner Pub. Co., 
1140 Merchandise Mart, Chicago, 
Ill. 





POSITION WANTED AS ENROB- 

er operator. 16 years’ experience 
with enrobers and handling help. Fur- 
nish A-1 references, married, 32 years 
old. Address I-9342, % The Manu- 
facturing Confectioner Publishing Co., 
1140 Merchandise Mart, Chicago, Illi- 


nois. 


WANTED — EXECUTIVE WITH 

progressive experience in and 
thoroughly familiar with confec. 
tionery manufacturing management, 
Accustomed to full responsibility for 
plant operations including supervi- 
sion of purchasing, production, 
cost, shipping, receiving and credit 
departments, by firm doing million 
dollars a year, located Zone Seven. 
Applicant should have acquaintance- 
ship and good standing in industry, 
Application must include informa- 
tion as to past and present connec- 
tions, whether general line or spe- 
cialty manufacture, outlining re- 
sponsibilities and remuneration ex- 
perienced in each and also at present 
desired, and other information that 
will assist in making right selection: 
age, religion, nationality, family, 
etc. Address: K-11349, % _ The 
Manufacturing Confectioner Pub. 





Co., 1140 Merchandise Mart, Chi- 
cago, Ill. 
WANTED: HIGH GRADE LE 


corice man experienced in making 
licorice plug, whips, tubes, lozenges, 
etc. Must understand modern meth- 
ods and equipment. Give experi- 
ence fully. References. Address: 
K-11344, % The Manufacturing 
Confectioner Publishing Company, 
1140 Merchandise Mart, Chicago, 
Illinois. 


WANTED: A THOROUGHLY 
experienced Enrober Operator. 
Give qualifications, experience, sal- 
ary expected, age and any other 
details you wish. Address K-11340 
care of The Manufacturing Con- 
fectioner Publishing Company, 114 
Merchandise Mart, Chicago, [Ilinois. 





WANTED — MARSHMALLOW 

Maker. Must understand modern 
methods of making White Marshmal- 
lows. Good position, steady work by 
an Eastern concern. Replies strictly 
confidential. Address: J-9344, % The 
Manufacturing Confectioner Pub. Co, 
1140 Merchandise Mart, Chicago, Il 
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MANUFACTURING CONFECTIONER 


CLASSIFIED ADS 
BRING AMAZING RESULTS! 


Classified ads in The MANUFACTURING CONFECTIONER are proving every month a valuable service to candy 
manufacturers and individuals of the industry who are in the market with various wants — to buy or sell. 
“M. C.” classified ads bring desired results—in many cases far beyond expectations! 
helpful department! Write us and we will tell you how you can use this advertising to the best advantage. 


Manufacturing Confectioner Publishing Co.. Merchandise Mart, Chicago, Illinois 


You, too, can use this 








HELP WANTED 


SALES REPRESENTATIVES 





SUPERINTENDENT WANTED— 

Capable of taking complete charge 
of plant in East. Must be experi- 
enced and thorough candy maker 
and understand modern machinery 
and must be executive. Must under- 
stand all branches of manufacture. 
State experience, age and salary ex- 
pected. Replies treated confiden- 
tially. Address G-8341, % The Man- 
ufacturing Confectioner Pub. Co., 
1140 Merchandise Mart, Chicago, Ill. 








SALES REPRESENTATIVES 





REPRESENTATIVE COVERING 

the middle west selling the retail 
trade popular priced line of pack- 
age and bulk chocolates wishes to 
make a permanent connection. Six 
years with last company. Address: 
K-11346, % The Manufacturing 
Confectioner Publishing Company, 
1140 Merchandise Mart, Chicago, 
Illinois. 





WANTED: CANDY SALES MAN- 

ager. Must be an able merchan- 
diser. In active contact with chain 
and syndicate business. Also well 
acquainted with the candy jobbing 
trade. Write immediately giving 
full information and_ references. 
Address: K-11341, % The Manu- 
facturing Confectioner Publishing 
Company, 1140 Merchandise Mart, 
Chicago, Illinois. 





WANTED: CANDY BROKERS TO 
_ Sell in all states, who are now selling 
jobbers. New Hot Item. Answer in 
detail, describing what territory 
now covering, and what lines you 
are now representing. Address: 
K-11342, % The Manufacturing 


Confectioner Publishing Company, 
Mart, Chicago, 


140 Merchandise 
Illinois. 


NOVEMBER, 1934 


MANUFACTURERS, ATTEN- 

tion! The Kansas City Candy Club 
of Kansas City, with over 25 mem- 
bers, all selling candy in Kansas City 
and territory comprising Missouri, 
Kansas, Oklahoma, Iowa and Ne- 
braska, request those who are looking 
for representation in this market to 
write: Secretary C. Ray Franklin, 
3701 Broadway, Kansas City, Mis- 
souri, who can place you in touch with 
salesmen who will give your line serv- 
ice. 





WANTED — LIVE BROKER 

with non-conflicting line to represent 
new Chicago candy factory specializ- 
ing in popular price line of very fancy 
assorted Chocolate Packages and the 
finest one-pound Maraschino Cherry 
package on the market. Replies must 
give details of territory you travel and 
who you are representing. Address: 
J-9345, % The Manufacturing Con- 
fectioner Pub. Co., 1140 Merchandise 
Mart, Chicago, III. 





WANTED—SALESMAN FOR 

Moonetta Honey Candy Bars, as 
sideline. Address: Sommers, 817 
High Ave., Sheboygan, Wis. 








MISCELLANEOUS 





WANTED—MEDIUM SIZE FAC- 

tory equipped with several Enrobers 
and Mogul equipment. Willing to in- 
vest in good business, or purchase out- 
right. Please advise details. Address 
G-7350, % The Manufacturing Con- 
fectionery Pub. Co., 1140 Merchandise 
Mart, Chicago, Ill. 








MISCELLANEOUS 





WANTED: CANDY FACTORY. 

Want to buy small candy factory in 
the Middle West, near Chicago, Mil- 
waukee or St. Louis. Give full par- 
ticulars when answering. Address: 
F-6343 % The Manufacturing Confec- 
tioner Pub. Co., 1140 Merchandise 
Mart, Chicago, Illinois. 





CANDY WRAPPERS FOR SALE: 

Y% million Cherry Twin foil wrap- 
pers. % million Nut Jackie Glaccine 
wrappers. 2 million egg Glaccine 
wrappers—labeled Eline, Milwaukee. 
Write for samples and very low price. 
The Max Glick Company, Cleveland, 
Ohio. 





FOR SALE — TWO STORY AND 

basement modern candy factory lo- 
cated in middle western city of 35,000 
population. Long established business. 
Fully equipped for the manufacture of 
chocolate bars and hard candy. Now 
in operation. Price attractive. Ad- 
dress: F-6345, % The Manufacturing 
Confectioner Pub. Co., 1140 Merchan- 
dise Mart, Chicago, Illinois. 





FOR. SALE OR LEASE—SMALL 

modern candy factory equipped for 
general line of hard candy, cream, gum 
and chocolate work, kisses, salted pea- 
nuts and peanut butter. Twenty-five 
thousand square feet of floor space, 
going business, volume $200,000.00; 
located northern New England. Ad- 
dress: J-9350, % The Manufacturing 
Confectioner Pub. Co., 1140 Merchan- 
dise Mart, Chicago, IIl. 
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Is One Copy Enough? 


@ One copy of the industry’s only special- 
ized, technical magazine on information 
and news of interest to the manufacturer 
is enough for one person, yes . . . but 
not for the major executives of the plant. 
Presidents, buyers, sales managers, su- 
perintendents and their assistants should 
all have personal copies of their own. 
When somebody wishes to borrow your 
copy—don’t take a chance on not having 
it returned. Instead refer him to the 
subscription department of The Manvu- 
UFACTURING CONFECTIONER. You'll be 
doing him a favor! 


Has Y our Subscription Expired? 


@ If it has, you’d better renew it now, so 
you will be sure to get the MANTJFACTUR- 
ING CONFECTIONER every month. Other- 
wise you might miss some information 
of particular value to you. Just send in 
the coupon below, today! 


Are You Keeping Up on 
Industry Developments? 


@ Production methods, materials, equip- 
ment, plant operations, packaging, distri- 
bution, sales, merchandising, industry 
news and developments in each special- 
ized phase of interest to manufacturers 
—these and other subjects of importance 
enable you to keep up on industry devel- 
opments thru the monthly issues of The 
MANUFACTURING CONFECTIONER. 


Enter your subscription now! 


The MANUPACTURING CONFECTIONER Pus. Co. 
1140 Merchandise Mart, Chicago, III. 


Please enter my subscription as indicated— 
O 


1 year, $3.00; 2 years, $5.00 7 Canadian, $3.60 1 


EN 7.25 kba woe c@tG Reh eun det sebaanwd chase eis 0$64s hamaeddves Lxtee’ 
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56 
MAZING? — Yes, precisely that! MOLASCO is pure 
8 molasses — purer than the best grades of New Orleans 
molasses on the market today. This is due to refining 
55 processes which remove every particle of impurity! 
8 This absalute purity accounts for its delicious flavor, its 
uniformity and the remarkably fine confections resulting 
over from its use. 
MOLASCO saves time and money. It is as easy to measure 
59 pool pon Bema ag many and mix as sugar. It contains only 1% of moisture—about 
60 ; 30% less water than liquid molasses. Cuts down boiling 
, MOLASSES CHIPS time and eliminates the messiness of handling ordinary 
(CHOC. DIPPED) molasses. 
i is Sugar. - + I2ibs. MOLASCO opens vast new possibilities for the alert candy 
Corn Syrup . . 3hbs. maker. He can improve his present formulas, and produce 
54 MOLASCO . . Ih. a wide variety of brand new numbers. Send for our FREE 
61 Warr .... 2@ booklet of formulas. Or let one of our representatives ex- 
plain this remarkable product to you. 
58 Put sugar and corn , 
—_ syrup in kettle with 
6 water; cook to 310 de- 
. grees; pour on slab; let T M Cc 
a mabe po set thc: 89 HE WIOLASKA CORPORATION 
Now add MOLASCO PLANTS: CLEVELAND, OHIO AND ELIZABETH, NEW JERSEY 
neeniil to batch on slab; cool EXECUTIVE OFFICES: 500 FIFTH AVENUE, NEW YORK CITY 
— as usual. REPRESENTATIVES IN FOLLOWING CITIES; 
10 C. W. Nordiand, 711 Sensom Street Peter Stengel, 88 Bread Street W. H. Abbett, 2 Hill Street 
Philadelphia Pa. Besten, Mass. New Haven Cons. 




















FLAVOR 


The essence of fresh cream and milk at its best insures that unbeatable and delicious 
Flavor which you want the Fudges, Car Is, Taffies, and Nut-rolls you make to pos- 
sess. Your assurance of the trade-building advantages of FLAVOR, Plus, is in your use of 
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Su DE 


MPROVED results will be noted immediately. You'll be sure of 
finer textures, greater richness and tenderness, and better keep- 
ing-qualities in your Caramels, Fudges, ete. 


Super-richness and flavor will become outstanding characteristics of 
the Fudges you produce. The same remarkable improvement will 
follow whenever SUPERKREME is used because it is a standardized, 
concentrated, perfectly balanced dairy product prepared for confec- 


tionery manufacturing purposes exclusively. 


Without risk or obligation—write or use the handy coupon below. 
Get, and know, the super-quality benefits of SUPERKREME. The 
increased demand, due to improved quality of your products, will 
please and justify every claim that SUPERKREME unfailingly pro- 
duces FLAVOR, Plus. Address: 


WHITE-STOKES COMPANY, INC. 
3615-23 Jasper Place, Chicago, Illinois 


Branches: 
Brooklyn, N. Y. Anaheim, California 


@eeee ee Coupon Request e000 @ 


WHITE-STOKES COMPANY, Inc. 

3615-23 Jasper Place, Chicago 

Without obligation, please send SUPERKREME For- 
mulas and full particulars to 














